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ose to your cu 
Spot 



RADIO O I V I S I O M 



Selling cold remedies' Be there via Radio *hcn colds stnKe 
when she runs out of your remedy even in the car on the 
way to the drug store Put Spot Radio to work for you on 
these outstanding stations 



EDWARD PETRY & CO., INC. 



"*» r a mm j. rnrjcr. to t* pe p» e $'.r*» t *t i v: e 

I' VOW* * 3KWICMD8D. * ATLANTA • BtlST«*t * DALLAS 
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KOB 
WSB 
WGR 
WGN 
WLW 
WDOK 
WFAA 
KBTR 
KDAL 
KPRC 
WDAF 
KARK 
WINZ 
KSTP 
Intermountj 



Albuquerque 
Atlanta 
Buffalo 
Chicago 
Cmc nna! 
Cleve'and 
Dallas Ft Wo'th 
Denver 
Du "d S or' » 
Houlton 
Mnui C t / 
Lit! e Rocv 
Mamt 

'inntapol'S St Paul 
in Network 



WTAR 

KFAB 

KPOJ 

WRNl 

WROC 

KCRA 

KAIL 

WOAI 

KFMB 

KYA 

KMA 



NOi'oU N * » po M f.r o i 

P ftUnd 
Richmond 
Roch»v!»r 
Satr^<T*cnt© 
Sa t la* e C ty 
San Antonio 
San D'tgo 
San Fr*nc ICO 
S^*ni»n«Jo jh 



WGTO Tamp^ Lstie and Ofl^ndO 
KVOO Tulw 
Radio New York Worldwide 




value added by 



manufacturing 
operations 



•2,404,872,000 




Channel SI 



STEINMAN STATION . Clair McCollough, FfffJ 
Representative: The MEEKER Company, Inc.* New York • Chicago • Los Angeles • San Francisco! 
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Late newi 

In tv/radio advertising 
1 1 November 1903 



Appeal to individuals: "This is the age of 
custom, fragmented markets," says Albert II. 
Mcsser, president of Brand Names Founda- 
tion, in describing the "consumer revolution" 
— the $10,000-a-yea r family quickly taking 
on mass market proportions — which is "chang- 
ing the buying habits of the American public." 
The "revolution" has created "a new look" 
for national advertisers, Mcsser said. "Orig- 
inally, advertising was meant to sell. In the 
fragmented market, with the new consumer, 
it is adding to its function by becoming a con- 
ditioning agent leading to the d i rect sell at 
the local level." 

Springfield Tv Corp. seeks 3v's: FCC has re- 
ceived application of Springfield Tv Broad- 
casting Corp. to set up vhf stations to serve 
Sacramento - Stockton; Danville - Champaign. 
111.; and Scranton-Wilkes - Bar re. Company 
currently operates uhfs WWLP, Springfield, 
and WRLP, Greenfield, both Mass. It seeks 
channel 7 in all three cases, to operate at sub- 
standard mileage, locating California one in 
the town of Jenny Lind; Illinois one in vicinity 
of Rossville; and Pennsylvania one near 
Shickshinny. 

Radios go Greyhound: Bus company is add- 
ing radios for its passengers, each able to be 
tuned individually to stations in vicinity of 
routes, thereby providing advertisers with 
another potential audience. Designed by Moto- 
rola especially for Greyhound, the transistor- 
ized am receivers will be installed initially in 
200 dual-level Super Scenieruisers and rent to 
passengers for a minimum of oOc for 12 hours. 
By year's end the radios will be in buses Out 
of Washington, Raleigh, Jacksonville, and 
Miami, and by next year a projected 1.945 
single and dual-level transcontinental buses 
will be equipped with a total of 75,000 sets. 



Strike?: Talent unions beaded last week to- 
ward 15 November broadcast industry contract 
expiration date, talking strongly and prepar- 
ing to strike. AFTRA meetings in Los Angeles, 
Chicago, and New York gave board authority 
to call strike. AFfRA executive secretary Don 
Conaway, at New York meeting attended by 
less than 90 of 5,000 members, said his union 
would not "be decimated by Lever Bros., Gen- 
eral Motors, and Ford through the joint nego- 
tiating committee" (4 A -AN A group negotiat- 
ing commercial contracts this yea r for first 
time. For complete details, see SPONSOR. 30 
September). AFFRA and SAG have been ne- 
gotiating with the networks since 2 \ Septem- 
ber, and with joint committee Hiice 20 Oetol>cr. 
Conaway charged industry wants 30 r r reduc- 
tion of present ratc> for tv, rejects radio spot 
changes which would place cities on unit ba-is. 
lie said instead of the current rate of $52 for 
radio spot for entire country, joint committee 
wants to raise it only to $60. Calling it a 
"revolting concept," Conaway lashed newly 
proposed "indemnification fund." which would 
set aside part of talent fees to be used to pay 
advertisers, if performer violated agreement, 
worked for competing client, etc. Referring to 
joint negotiating committee, he said it was 
"conceived in infamy, dedicated to regres- 
sion." SAG meets tomorrow (12) in New 
York for strike vote also. Positions at week's 
end seemed worlds apart, -tronglv pointing 
toward strike. 

Pulse to syndicate QPD: On the basi> of a 
Cleveland experiment with the "qualitative, 
personally placed diary," PuLc will syndicate 
the one-day record of audience estimates. In 
the Cleveland study, the diaries were person- 
ally placed and collected. Of 1 ,750 diaries 
placed, 1.517 were returned (86 r ' r ). On the 
national scale, QPD diaries will be personally 
placed, but returned by mail. 
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Newspaper critics hit: It's not surprising that 
newspaper editorial writers are in forefront 
of those ready to crusade for fewer commer- 
cials on radio and tv, says Robert S, Tyrol, 
outgoing president of Conn. Broadcasters 
Assn. and sales v.p. of WTIC, Hartford. In his 
end-of-term report, he points out: "We can 
expect to hear more from the editorial writers 
whenever they have an opportunity to support 
anyone who would like to see a reduction in the 
advertising support our industry receives . . . 
But we hear little, if anything, about the tre- 
mendous increase in the ratio of advertising 
to total newspaper content that has occurred 
while we were allegedly 'overcommerciaKz- 
ing'," Tyrol notes that in 1941, 40% of the 
average newspaper's total content was adver- 
tising matter and 60% news copy. Today, 
those figures are reversed. "In other words, 
the newspaper has become the ad paper with- 
out a breath of criticism." 

Rating report: Nielsen 30-market ratings took 
another swing last week. Half-hour wins by 
network were: CBS 23; ABC 14; NBC 12. By 
share of audience, NMA's in prime time 
looked like this: 



Week Ending ABC 



CBS 



NBC 



29 Sept. 

6 Oct. 

13 Oct. 

20 Oct. 

27 Oct. 

3 Nov. 



28.3% 

28.6 

29.7 

29.3 

26.6 

28.4 



33.0% 

32.7 

31.0 

29.2 

30.7 

32.2 



28.0% 

27.3 

27.7 

29.4 

30.6 

27.9 



Go-Round on FTC Candidates: .The few mem- 
bers of the Senate Commerce Committee who 
met last week to question two candidates for 
the FTC on their qualifications by-passed com- 
mission matters almost entirely, and got off on 
the subject of wire-tapping by Department of 



Justice. Presidentially proffered candidate 
John R. Reilly, graduate of Justice service, got 
the wiretap questions, chiefly from Sen. Strom 
Thurmond, Otherwise, candidate Reilly* Dem- 
ocrat, up for the first time, and Philip Elman, 
no-party, veteran of a two-year stretch as FTC 
member, were asked little more than if they 
intended to serve full seven-year terms, and 
do their best. Not surprisingly, the candidates 
said "Yes" to both. 

Polaris skyrockets holdings: The Milwaukee- 
based company with broadcast-advertising in- 
terests has added another arm to its empire; — 
the McMurry Co., management consultant 
firm with branches in New York, Los Angeles, 
San Francisco, and London. It specializes in 
personnel, labor relations, psychological eval- 
uations, and sales and marketing research. 
Polaris presently owns Klau-Van Pietersom- 
Dunlap, advertising and public relations 
agency, three tv and three radio stations, a tv 
production studio, and a data processing divi- 
sion. In addition it has extensive warehousing, 
financial, and rea ] estate holdings. The acqui- 
sition was for stock. 

Tv for Land of Pharaohs: Collins Radio 
sealed a $1.5-million contract with the United 
Arab Republic to lay a 500-mile communica- 
tion link which will make tv available for the 
first time to most Egyptian people. Extensive 
microwave system will follow the course of the 
Nile River from Cairo to Aswan with the initial 
installation from the capital to the ancient city 
of Luxor expected within 18 months, Cur- 
rently, tv programs are available only in the 
Cairo and Alexandria areas. Equipment Col- 
lins will furnish is part of complete line of 
transistorized microwave equipment known as 
Universal Microwave Group (UMG) . The sys- 
tem will transmit one-way television with asso- 
ciated audio signals from Cairo; it will also 
carry two broadcast program channels^ 
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MISS 
MICHIGAN 



...where trie apadrinadores 
of beauty caped Carol Jean 
Van Valin Miss Michigan 
'62. Check the moments ol 
truth in ARB and Nielsen... 
they prove you will miss 
Michigan without WJIM-TV 
...for over 12 years mucho- 
est matador in that rich 
industrial area made up of 
LANSING - FLINT - JACKSON 
a n d 20 populous cities... 
3,000,000 potential alicion- 
ados... 748,700 casas (ARB 
March '63). ..exclusively 
ole-ing WJIM-TV. 

Your Blai r-Banderillero can help 
you win ears, tail and even 
hooves in our arena' 
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BASIC 



r°ofeg<caily located to exclusively serve lansinG flint jack SON 
pMjfri.ng true nation's 37th market Represented by Bin r TV WJ M Rod o t>y MASL.A 



WJIM-TV 
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If yon lived in San Francisco . . . 




. ..you'd be sold on KRO:\T\ 



/ 




you 

can't afford 
to 

ignore 

TOLEDO 





4 

NOW the 44th largest metropolitan market! 



( Official U.S. Bureau of Budget Figures) 



To Sell Toledo, you need WSPD RADIO and TV 



*ATIDXAI. SALKS KKFKKSKNTAT1 VKS 



WSPD-KADIO The Katz Agency. Inc. 
}VSI'D-TV. Stor.T T.H.vislon S.ilos. Inc. 
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PINEHURST 




GOLFTOWN, U.S.A.— where five challenging 18-hole courses fan out 
from the country club, a combination of beauty and design that 
give Pinehurst its international golfing reputation. WFMY-TV person- 
ality Dave Wegerek and companion enjoy a round on one of the 
championship courses that have tested the skill of golfers from all 
over the world . . . from Arnold Palmer to the Prince of Wales . . . 
from Eisenhower to eastern businessman. Skeet shooting, tennis, 
harness racing, horse shows and luxurious accommodations also help 
make Pinehurst a year-round mecca for sports and vacationing. For 
14 years Pinehurst has looked to Channel 2 for CBS and area interest 
television programs ... par for the course in 51 North Carolina and 
Virginia counties served by WFMY-TV. 



Represented nationally by Harrington. Righter & Parsons. Inc. 



]- SOUTH | 
CAROLINA \ 





WFMY-TV 

GREENSBORQ, NORTH CAROLINA 
Now In Our 15th Year O ' Service 



SERVING THE LARGEST METROPOLITAN TV MARKET IN THE CAROLINA 

8 Sponsor/ii novi muir it 



PUBLISHER'S 
REPORT 



One man's view of 
significant happening in 
broadcast advertising 



Blame Brent for this column 

K.I. II w i: Id irrrkivU* Kail Hreut. provident. I'adio New ^ ork \\ orhl- 
w ido. in 1 1 1 n private 1 i — t of the fiv e 1 1 io-t idea-prov okiug nicii I know. 

>o w hen I had lunch u itli Kali mi tin* verv da\ tli.it tin* editorial 
epartnieut w as screaming for tin- column. 1 naturallv -crapped what 
was going to \s i i to and -nh-titiited an idea lie -parked instead. 

Between tin' land* chop and tin- -eveiidav or cake Ka I f < a me up w itli 
ditorial #17 (or inav he it v. J« #27.) I turned it dow u llat u itli the 
HaniHuit that it w av gi eat hut lor >tation in.iii.iper-. V in 1 >1'(>n-oi; 
dit- 100', lor air-minded ad\ ei ti-er- and ageneie-. 

"Kv George.'' -aid Kail. " I knew that and l'\ e forgotten, I wonder 
ft lot of other fellow - have forgotten a- well." 

"Could ho." 1 replied. Judging he the rolea-e- and picture- directed 
ova i d the -tation .-ide of the hii-ine— that -w amp our ma ilromu dailv 
■ -me that's about right. 

lui-. thi- hit ol ui ieutatiou i- de-igned to -et \ on -traight a- t<« 
Horn we write sponsor for and how it di Hers from all other hook-. 

There are loU of trade hook- in the ad\ erti-ing field. 

There's onlv one >po\-oi;. 

W o* re designed 1 00 r ,' to help the follow who hn\s tv and radio 
jl\ erti-ing (o-peeiallv national .-pot ad\ erti-ing I . under-taml- and 
K'- the air media. 

\lVre designed to a id him in hi- e\ erv da \ work at the oilier, 

|m we re ea-y tit read, he can enjo\ u- at home. too. Some ol our 
o-t a rdeiit fan- arc wive- who fight for fir-t craek at the home cop\. 

We're con-tantlv trv ing to improve, on the premi-e that our reader- 
mi" the hu-ie-t. mo-t -ophi-ticated reader- in the hu-ine-- world. We 
! ml to make everv word count. 

W o edit on the premi-e that our agencv and ads ei ti-er reader- 
Ive only time to read one hook thoi onghk . So w e protect them l>v 

looting the important hroadca-t advertising new -. trend-, and proh- 
1 it* of the week pa-t di-carding the re-t. 

j 1)1 coin -e. we know that mo-t of them read more than one. lint mir 
'.I ) i* to a--uiue that thev don't, and that we imi-t he the la-t word in 
I "ii Taey. eonci-ene— , -eparating important I rom unimportant. 

hirther. wo interpret. That'- part of our -to. k in trade. 

, when v on -ee a -iation -torv in «PO\mi|{ \ on can hot that it won't 
I hard to locate the Imtefii to the huver. 





ALBANY-TROY 
SCHENECTADY 

N. Y. 



WPAT 

NEW YORK, 
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DIFFERENT? 



PROGRAMMING n 

our colleagues at WPAT have built Oieir pro- 
gramming reputation based on ded cat on 
to the need and des res of their aud ence, 
then there is little difference between the 
two stations and listeners to both are 
better served for it Recent correspondents 
to WPTR pomt up the varied interests 
WPTR serves, the Executive Director So th- 
em Vermont Art Center, an a r man Goose 
Bay Labrador, the Manager of the Capitol 
District Farmers Cooperative Market house 
w ves. the sports editor of a I oca ne«s 
paper, the president of a senior c ass. the 
Syracuse District Attorney There are. of 
course, many more. A professiona broad- 
caster's unso (Cited letter is one of our 
favorites. 



THE WORD- of ap 

proximately 150 statons we heard, your 
WPTR was one of the few worthwh e 
listening to. It sounded modern, br ght 
active, alert and many of the other th gs 
that make a radio stat on great 

—Lou F Tomasi. PROD P.'AN . 
CJSP, Leamington Ontario 



RATINGS — Sma I wonder ViPTR 
is "1 in all-day averages both Hooper and 
Pulse. Here are the latest P se a da. 
average share of aud ence 



WPTR Station X Station Y Station Z 
26% 18% 15% 14% 

Sowce The Pulse Inc J y Au; st IS 3 * 

method f ^5 sfid * piB<a a! ft Ps$l%^ 



YES: WPTR 

Albctny-Troy-Schenectady 

VP & GEN MGR: Perry S. Samuels 



robert e.eastman *. co.,ki 

representing major rodio itoriom 
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President and Publisher 
Norman R. Glenn 

Executive Vice President 
Bernard Piatt 

Secretary-Treasurer 
Elaine Couper Glenn 



EDITORIAL 

Editor 

Robert M. Grebe 

Executive Editor 
Charles Sinclair 

Senior Editor 
H. William Falk 

Art Editor 
John Brand 

Associate Editors 
Jane Pollak 
Barbara Love 
Audrey Heaney 
NikiKalish 
Jacqueline Eagle 
Diane Halbert 

Copy Editor 
Tom Fitzsimmons 

Assistant Editor 
Susan Shapiro 

Washington News Bureau 
Mildred Hall 

Contributing Editors 
Dr. John R. Thayer 
James A. Weber (Chicago) 



ADVERTISING 

Southern Manager 
Herbert M. Martin Jr. 

Midwest Manager 
Paul Blair 

Western Manager 
John E. Pearson 

Mideast Manager 
John C. Smith 

Northeast Manager 
Gardner A. Phinney 

Production Manager 
Mary Lou Ponsell 

Sales Secretary 
Mrs. Lydia D. Cockerille 



CIRCULATION 



Manager 
Jack Rayman 

John J.Kelly 
Mrs. Lydia Martinez 
Gloria Streppone 
Mrs. Lillian Berkof 



ADMINISTRATIVE 

Assistant to the Publisher 
Charles L. Nash 

Accounting 
Mrs. Syd Guttman 
Mrs. Rose Alexander 

General Services 
George Becker 
Madeline Camarda 
Michael Crocco 
Joy Ann Kittas 
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Letters to the Editor 



STANIMHD TIME OKDEK PRAISED 

In behalf of the IBFM, I want to 
express onr appreciation for the 
good reporting in yonr 28 October 
issue about the proposed new 
"Standard Time Order" developed 
by the joint committee of the Ad- 
vertising Financial Managers and 
the Institute of Broadcasting Fi- 
nancial Management. 

Yonr article greatly contributed 
to the general interest developed to 
attend the 29 October session of the 
IBFM Conference at which this 
time - money - paper - saving system 
was presented to the industry for 
the first time. Wc have also had a 
number of requests from represen- 
tatives, stations, and advertising 
agencies for more information in di- 
rect response to your write-up. 

Wynne Keith Ahlgrcn 
executive secretary 
IBFM, Xew York 



CUSTOM-FITTING'S WORTH IT 

Early in 1961 one of our clients 
asked us the general question of 
w hat "premium" an advertiser pays 
when he buys regional editions of 
magazines rather than the complete 
national circulation. It seemed like 
the kind of information that would 
he readily available from the media 
themselves or Magazine Advertis- 
ing Bureau or some other source. 

But it wasn't. So we compiled our 
own charts of representative con- 
sumer magazines. Then it occurred 
to me that other people might want 
(he information, so we made copies 
and sent them to business papers. 

sPoxsoH incorporated those origi- 
nal figures in a story that ran in 1 
May 1961 and in the fifteenth an- 
nual issue of "Radio Basics". 

Eai lier this month we heard from 
Houghton Mifflin Company of Bos- 
ton ahout reprinting the chart in 
the second edition of Professor C. 
A. Kirkpatrick's text book on adver- 
tising. Therefore, we updated the 
figures to show 1963 rates, sent 
them to Houghton Mifflin and are 
enclosing a set for your use. 

As in the past, these computa- 
tions show that on a eost-per-thou- 



sand basis, an advertiser pays 
widely varying premium. It range] 
from 19$ in Esquire's Eastern edi 
tion (§9.41 as against 87.90 for th I 
National edition ) to 72% in the Ne\J 
England edition of Better Homes d 
Gardens ($7.74 as against $4,511 
In most eases the premiums fcj 
regional editions are rising. For tq 
ample, in 1962 Time charged a uti| 
form 20% more on a eost-per- 
sjind basis for each of its origtaij 
editions. Today, Time's range 
from 21% to 46?. 

Investments in regional edl 
tions continue to increase, so tl 
conclusion must be that these arJ 
buys are filling an important fun I 
tion and that the cost is justilfl 
The feeling at Leber Katz Paecioi [ 
is that you pay more for custon 
fitting, but it's, worth it. 

Lester LelsJ 

ehairfia 
Leber Katz Paecioi 
New Ytpl 

CHALLENGES MISS VAN VOOIU 

In your issue of 14 October, m 
tress Moniquc Van Vooren says till 
hroadcasters "can no longer use m 
excuse that then' can (control v«m] 
mereials) themselves." 

Acknowledging that there i 
certain areas of self control 
which Miss Van Vooren can 
looked upon as an expert, htJtm 
east commercial practice isn't <*1 

It is refreshing to know that t| 
advertisers, agencies, the gpwi 
ment, educators and now aetrestj 
are so anxious to help broadcast! 
regulate themselves}. Wc find t| 
most extraordinary because it p] 
.siinies that the public interest pa 
cipally is involved only in rnittj 
of the media and docs not coma] 
the creators of advertising, l] 
teachers and thespians and even I 
government i tself, 

Certainly, in the ease of Miil ^i 
Vooren, Hollywood is hardly A v, 
from which We should hew 
voice of an oracle. 

Jolm Cfflj 
president, gen, itij 
KV1L, IM 
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ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

NEW YORK 




Delivers a top morn- 
ing audience at at- 
tractive new rates for 
both one-time and 
multiple spots, as 
well as economical 
part sponsorship. 



HERE'S HOW IT WORKS 

YOU BUY any number of :60 
commercials, for as little as 
$210 (5 x/wk) or $250 for a 
single spot ... or invest in quar- 
ter hour sponsorship for $487 
(end rate). 

YOU GET a most sizable audi- 
ence of both children and 
adults in this 9-9:55 AM, Mon- 
Fri period. 

PLUS the persuasive selling 
power of a live, lively local 
show that was extended from 
30 to 55 minutes literally "by 
popular demand." 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



NEW YORK 



doing other things, with 77.6% of 
those with radios doing other things 
while listening; 50.5% of the radio- 
tv owners listen to the same pro- 
grams, and only 34.5% of the radio- 
only homes; 40% of the two-set 
homes listen to programs of vari- 
ous stations, while this figure jumps 
to 56.9% of those with radios only. 
Among those who said they listen 
to radio while doing other things, 
more said they listen because they 
want to hear specific programs 
rather than without knowing why. 

Programs most heard by house- 
wives having both radio and tv sets 
are news; weather; dramas; practi- 
cal programs for the home; popular 
songs and light musie, in that order. 
The least listened to among house- 
holds having radio only are practi- 
cal programs for the home. 

As expected, it was found that in 
cases where housewives had both 
radio and tv sets, viewing far sur- 
passed listening. But there was a 
closer link between radio and the 
people. About one-third of the 
housewives having both radio and 
tv said they felt "very lonely" if 
there was no radio, with the figure 
rising to over half with the inclu- 
sion of those who said they felt "a 
little lonely." Similarly, the major- 
ity of housewives said they feel it 
"inconvenient" to be without radio. 

Jay Sondheim named to 
gen'l mgr. of WLYH-TV 

Jay B. Sondheim has been named 
general manager of WLYII, the 
Triangle station in Lebanon- Lan- 
caster, Pa. His 
current posi- 
tion of sales 
manager for 
KFRE, Fresno, 
will be filled 
by Keith G. 
D a r c. So n d- 
heim joined 
the station 
group as a 
sales and oper- 
at WLYII, later 
moving to general manager of 
WTYM, Springfield, Mass. He re- 
turned to his Fresno post in 1961. 
Dare came to his present position 
as sales manager of WNBF-TV, 
Binghamton in 1960, having served 
previously as an aeeount executive 
at Ileadley-Bced and the Katz 
Agency. 




Sondlveim 

ations executive 



tuned in 

to 



MSHW 




FLORIDA'S 
CHANNEL 



BY THE KATZ AGENCY, 



ORLANDO • DAYTON A * CA:NAVE#'!| 
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new need . . . new breed 

The future agency use of computers demands a NEW BREED of salesman. At RKO General, the future is already hi 




DATA PROCESSING 

techniques are important 
in developing the market- 
ing strategy of every major adver- 
tiser. RKO General's new breed of 
salesmen understands both the 
capabilities and limitations of com- 
puter technology. He studies the 
types of data processing equip- 
ment used by his clients, and how 
such equipment is being employed. 
He can, therefore, often suggest 
ways in which new information can 
be extracted from available facts. 



A. Almost 5,000 years ago the Chinese 
developed the abacus. It was all they 
needed for data processing in their less- 
complicated lives. 

B. The Babylonians had their own tech- 
niques for handling data. Shown here is a 
list of measurements and statistics devel- 
oped around 2400 B.C. 

C. By the 18th century, Napier's Rods 
represented the most advanced thinking 
in cylindrical calculating devices. 

D. I n our own way, the magic of 
electronic engineering has developed 
machines and techniques for processing 
almost limitless quantities of information. 

*ln every age, however, the "secret 
ingredient" which brings meaning and 
significance to the machines, tables and 



devices is the human mind. For even 
most sophisticated data procSls- 
equipment is only as good as the bur 
minds which feed it information I 
interpret its conclusions. 

RKO General Broadcasting * Blafe 
Sales: NEW YORK LO 4-8000/CHIQ* 
644-2470/LOS ANGELES H0 2-2W 
FRANCISCO YU 2-9200/WOR AM/F^ 
New York • KHJ AM/FM/TV Los Aft 
• WNAC AM/TV and WRKO FM Bos' 
CKLW AM/FM/TV Detroit-Wind^ 
KFRC AM/FM San Francisco < W<3 
AM/FM Washington, D.C. • WHBfi/ 
TV Memphis • and The Yankee 
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Inlcrprctution and commentary 
on moil ugnificanl tv /radio 
and murkclinc news of llic week 



NBC TV ts drawing a humper crop of entries in its 6th Annual Promotion Manager Awards. 

Hitherto, .some stations understandably developed inferiority complexes when they 
saw the deluxe presentations put together hy some of the powerhouse t\ affiliates, 
covering fall-schedule promotion.-. 

This year, things are different. MjC furnished promotion managers u ith an 
attractive, blank presentation hook to he used hy all entrants, putting them so far 
as outward appearances go — on an equal footing. 

Result : NBC has reeei\ed "twice as many entries as last year." according to 
promotion department sources. 

The contest ends 30 November, with judging done In a panel of top ad-indiistry 
names. Another good gimmick, well reeei\ ed hy the stations: there a re two categories 
of entries, those with promotion hudgets under S700 and those with hudgets o\er that 
mark. The prizes, however, a re the same for both categories. 



Football tv audiences are up a healthy 13.7% this fall, thanks to increase in NFL viewing. 

NFL's average audience over four September and one October weeks was up a hefty 
31. 6 c 'c this year over last year. The five-week averages for the college games, 
American Football League and NFL look like this, according to A .C. .Nielsen: 

League 1963 Average Audience 1962 Average Audience % Change 

NCAA 5,950,000 5,926,000 ~r 0.4 

AFL 3,080,000 3,237,000 - 4.9 

NFL 7,080,000 5,278,000 - 31.6 

Average 5,380,000 4,731,000 - 13.7 



The "Hootenanny" craze rolls on in advertising, with at least one irony in sight 

You'll see the folk-oriented, young-adult theme used increasingly this fall in tv, 
radio and print advertising. A national radio spot campaign for Stokely-Van Camp 
promotes that firm's food products (Pork and Beans, etc.) with bootenanny-type 
music. A number of top brewers are picking up (he bucolic, bouncy strains for beer 
commercials. Breck Shampoo has a cu rrent campaign tied to a self-liquidating 
premium record album. And so on and on. 

Ironic sidelight: Herb Straus-, radio-tv director for North Advertising (Toni, 
etc.), is possibly the only broadcast adman on the agency circuit who ha- a record 
album current in the folk field to his credit — Foil; Music For People Who flate Folk 
Music, on the Riverside label. However, Strati* admitted to us recently that he 
has "no plan* for bootenanny-typc commercials at North . . . and that he's mom to 
record another folk album. 



Local tv advertising has shown substantial increases during 1963, 

In the first half of 1962. Tv B local activity report show only one eategorv had 300 
or more advertiser* using television: auto dealers. Same period 1963 -how- six with 
300 or more on tv: auto dealers, food stores, department stores, furniture -tores, 
banks, savings and loan associations. 
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Acceptance of "integrated" tv dramas by stations is still far from universal, 

An instance of this could be seen at CBS TV last week. The new George C. Scott 
series, East Side, West Side scheduled a strong drama with a social theme, "Who 
Do You Kill?", about the tribulations of a young Negro couple living in a Harlem 
slum area. 

CBS, following its practice of pre-testing "controversial" dramas on Stations 
via closed circuit, screened it before its 4 November airdate. Two, stations in the 
South decided not to carry it — KSLA-TV, Shreveport, and WAGA-TV, Atlanta. 



Is the broadcast industry frightened by controversy? 

That's a charge delivered by one highly-placed broadcasting exeentivej off-the- 
record. Feeling is the industry must be controversial to move ahead. That despite 
maelstrom generally surrounding tv and radio, it has worked for the good, aiding 
the industry to improve and move forward. 



Ratings for early-evening network news shows reveal ABC TV making solid gains. 

On the other hand, CBS and NBC TV* which switched to half-hour format this year, 
are down. For the last (1 October) Nielsen National, the average audience (homes) 
looked like this, compared to the same report last year : 
Show 1963 



Ron Cochran 


3,330,000 


2,390,000 


Walter Cronkite 


5,980,000 


7,270,000 



Huntley/Brinkley 6,630,000 8,020,000 



Japan's facility for electronic developments may give tire 1964 tv Olympics a boost. 

The Technical Research Laboratories of NHK — Japan Broadcasting Co. — now 
claims to have solved the problems of a video tape playback system which will pro* 
duce five-times-slower-than-original scenes in slow motion, with a time lag of only 
"around 15 seconds." 

The new equipment has already been given a shakedown during the televising 
of track and field events at the Tokyo International Sports Week. NHK expects its 
slow-motion video tape machine to be "a sensation" during the 1964 telecasts of 
the Olympics. 



Some cautions about "going public" were expressed at 4A Eastern Conference last week. 

Survey by IIT Research Institute of Chicago turned up some facts which may make 
agency leaders think twice before making moves toward public ownership: 

• Of companies which had gone public and later surveyed by JIT, 41 % were 
dissatisfied with their underwriter, and 25% would not use the same one again, 

• One company out of seven said, upon reflection, that "we shouldn't have gone 
public at all. Another thought: over lialf of all initial offerings cost at least 15%J 
and some as much as 35%. 
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If yon lived in San Francisco . . . 




. ..you'd be sold on KRO:\T\ 
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The when and where 
of eoiniiig events 
11 November 1903 



NOVEMBER 



Assn. of National Advertisers, an- 
nual meeting, The Homestead, 
Hot Springs, Va. (10-13) 

Detroit Chapter of Station Repre- 
sentatives Assn., 2nd annual re- 
ception and luncheon for adver- 
tising agencies, Hotel Sheraton, 
Cleveland (11) 

Group W, 5th conference on local 
public service programing, Insti- 
tute of Music, Cleveland (11-13) 

Electronic Industries Assn., 1963 
radio fall meeting, Manger Ho- 
tel, Rochester, N. Y. (11-13) 



National Association of Broadcast- 
ers, fall conferences, Dinkier- 
Andrew Jackson, Nashville (14- 
15); Hotel Texas, Fort Worth (18- 
19), Cosmopolitan, Denver (21- 
22); Fairmount, S. F. (25-26) 

Advertising Women of New York 
Foundation, annual advertising 
career conference, Commodore 
Hotel, New York (16) 

National Assn. of Educational 
Broadcasters, national conven- 
tion, Hotel Schroeder, Milwau- 
kee (17-20) 

Broadcasters Promotion Awu an- 
nual convention, Jack Tar I lotel, 
San Francisco (18-20) 



New York University's Division @s{ 
General Education, editoria 
workshop, Hotel Lancaster, Nev* 
York (18-20) 

Broadcasting Executives' Club m 
New England, luncheon meeting 
with RAB president Ed Bunkfj 
as speaker, Sheraton Plaza, Bea- 
ton (19) 

The Television Bureau of Advertis 
ing, annual membership meeting 
Shcraton-Blackstone Hotel, Cf T 
cago (19-21); 3rd annual sale* 
managers meeting (20) 

American Assn. of Advertisiij'. 
Agencies, annual convention 
Statler Hilton, Cleveland (20) 



1,1 1 1 a* r i°i ; 1 1 i o 1 1 : 1 1 Hadio iV Tele*i%iun 
Socii-t) , no wit in ;i kei luncheon 
with \V. Ani'n-ll I Ian iman. Hotel 
Roosevelt, New York (20) 



inittie, (limn i with Brounftc Wil- 
liamson Tohaeco Corp. president 
William S. Cutchins as yucst 
NVw York Hilton. V Y. (2-3) 



American Marketing Assn., \\ 1 1 1 1 * r 
confrroni** on the <l< v rl< ipinent 
of more pro isc marketing tools 
Somerset Hotel. Boston 27-2S 



Xlitional Academy of Television 
Arts and Sciences, dinner, Milton 
Hotel. New York (22) 

Wisconsin Associated Press Broad- 
casters, Milwaukee, Wise. (22-23) 

I'Vdefation 0 f Jewish Philanthro- 
pies, annual fund-raising dinner 
sponsored hy r.idio, television, 
appliance and rel.ited industries, 
I Intel Americana. New York (2'P 

I 

Broadcasting and Advertising Divi- 
sion of the American Jewish Corn- 




International Hadio h Television 
Society, special projects lunch 
eon. Waldorf-Astoria (27) 

DECEMBER 

National Broadcasting Co., annual 
convention for radio and t\ af- 
filiates. New York (2-3) 

National Food Brokers Assn., 60th 
annual convention. "New Pro- 
grams for Tomorrow's Market- 
ing," Palmer House, Chicago (7- 



Bro.ideastinn K\»-enti\ es' ( Inh of 
New h-imland, Christinas p.irtv . 
Sheraton Pla/.i. Boston 

Hoval Film Arehi\ e of Belgium, ird 
international experimental film 
eonipetition. Kiiokke-l.e /.out* 
Belgium (2B-2 JanuaiA 

Federal Conmiunieatious Conuuis- 
sion, oral argument concerning 
length and frequency of nun- 
menial material broadcast over 
am, fm, and television stations 
Washington. 1) C. (*) 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



BUILDING A COMMERCIAL. 



KLAUS WERNER 
Radio/ lv Director 

National Ex/tort Advertising Service 

What makes a good commercial? 
What makes one commercial 
sell and the other fail? Is there 
some sort of secret formula for 
"constructing" selling commercials? 

For general consumer advertis- 
ing the effectiveness of a commer- 
cial can be defined as the total 
contribution it makes toward favor- 
ably influencing the viewer's atti- 
tude toward a given product. 

This can be either one of three 
things: 

1) Preserving a favorable atti- 
tude toward a product known to 
the viewer; 

2) Effecting a favorable change 
of attitude toward a product known 
to the viewer; or 

3) Producing a favorable atti- 
tude toward a product so far un- 
known to the viewer. 

This gives us the three groups of 
consumers to whom the commer- 
cial must appeal: 

• Those wJw arc current users of 
the product. The commercial serves 
as a reminder reassuring the viewer 
that he is doing the right thing in 
buying it. 

• Those wJw know of the pro- 
duct J)ul never bought it. The pur- 
pose is to get the viewer to switch 
brands. 

• Tlwse who don't know the pro- 
duct at all. The commercial intro- 
duces the product and tries to 
effect a favorable attitude toward 
a possible future purchase. 

There are no other groups of 
viewers, this is it. 

Once we establish to whom the 
commercial must appeal, we can 
think in terms of its "structure." 
Insofar as the production of com- 
mercials is not an exact science, I 
am using the word "structure" 
somewhat loosely, in the absence of 



a more precise word. 

Visualize the viewer, or better, 
the potential customer, sitting in 
his rocking chair, absorbed in the 
suspense-laden plot of a tv show. 
To overcome his annoyance at the 
commercial break, we must present 
him with an "attention-getter," 
something that will stop him from 
tip-toeing into the kitchen to fetch 
a beer. Because once we have his 
attention we can proceed to sneak 
in our commercial message. 

This message, with its claims 
and/or uniqueness, must exceed 
the attention-getter, because if it 
doesn't, our viewer will still walk 
out to get his beer. Above all, the 
message must be sincere and be- 




KLAUS WERNER has been radio 
tv director at National Export Ad- 
vertising Service, since May 1902. 
Previously, he spent five years in 
radio tv production and rcsearcb at 
Dobcrty, Clifford, Steers & Shcn- 
ficld. A tri-Iingual producer, lie 
services international markets for 
Lever Brothers Armed Forces & 
Export Division, the Borden Foods 
Company, Quaker Oats and many 
others. National Export Advertis- 
ing Service has been in business 
for over 40 vears. 



lievable. Superlatives alone wortlt 
do because they have been used 
death. 

During this segment the viewer 
will begin — or so we, at lead 
hope — to register a favorable im 
pression of the product, whicl 
should grow firmer as we furtkei 
explain its benefits and/or advan- 
tages, whatever they may be. Thus, 
by the end of the commercial, ij 
will have established a favts-aWb 
image of the product in the viem 
er's mind and, hopefully, implanted 
the thought of a possible futufc 
purchase. 

And so we arrive at what may fcl 
called a structural formula for e 
commercial. To summarize, lib 
commercial should be construct- 
to perform the following function; 
in approximately this order: 

1. Capture the viewers tittm 
tion; 

2. Be unique enough to hold $ 
viewers attention and thus 

3. involve him mjf identity; 

4. Convey the sales message 
redly and effectively for the vim 
to 

5. register the sales message. 

6. The Sales message in Usd 
must contain enough stirnulm f& 
the viewer to start evaluatbrg it 
product in his mind and 

7. to think about possible fttJfm 
purchase. 

Many good commercials on th f 
air today are "constructed" accord 
ing to this formula. Many prodj« 
ers have probably been using tM 
"structure" all along without eve 
realizing it. But once you are awar 
of it I feel you can "build" you 
commercial as effectively as po: 
sible to get maximum results witW 
a minimum of time. 

After all, we've been concernta 
ourselves with filling a vmmMm 
of onlv 60 seconds! * 



18 



SPONSOR/ 11 NOVEMBER liS 




Why view on a screen . . . what they'll see on the tube! 



\ tv commercial viewed on the conference room movie screen 
ivav look to be a sharp winner . . . vet turn out to be a dull 
iko-ran on the tv tube. Remember that, next time someone 
invites vou to "screen" a tv commercial. And remember that 
vhat voifll see is a far crv from the cropped, out-of-time- 
ihasc image that comes through on tv. I ike to see vour tv 
ilms as others see them? View them on a tv monitor. We hope 
he results will help v ou realize w hv more commercials and shows 
•very day are being carried on Scotch" brand Video Tape! 
»> Tape provides an electronic original, expresslv designed for 
v viewing. This is no make-do electronic copv of an essential!} 




optical original. fvcrv image is completelv compatible with 
the tv set m the home. 

Don't take anyone's word for it prove it* It'ini; a fi'm 
vou 're proud of to a tv station or tape production house and 
monitor it. Then view a video tape side-bv -side on another 
monitor. You'll see at once the unique live ijual t> that 
"SrOTrn" \ ideo Tape offers. Other pluses . a v irtuailv un- 
limited array of special etTccts bv pushbutton, immediate pl.iv - 
back, no processing costs or delays either black-and-white 
or color. \\ rite for brochure on tape editing. *M Magnetic 
Products Division, Dept. .MC'K-93.St. Paul 19. Minn. 
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NOW ENTERING 

KFDM-TV 

COVERAGE AREA 

POP. 201,500 TV HOMES 
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IS THIS MARKET ON YOUR CHART? 

The 817,000* prosperous consumers in this 20** county 
area spent $824,428,000* in Retail Sales in 1962 
*SM "Survey of Buying Power" ; ,| 
* * ARB January -February '63 +m 



PETERS. GRIFFIN, WOODWARD 



KFDM-TV C 

BEAUMONT / CBS 
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4A focus is on research 

Conference in N. Y. examines changes in agency-client liaison 
and trends ranging from abstract research to Negro market 



Tin \n\ i- ui isinc: \(.i\n ol even 
a few years ago "is as obsolete 
Unlay as a wassail bowl." So stated 
Tothnm-Laird chairman Arthur E, 
Tat bain in New York last week at 
the Eastern Annual Conference of 
the -I A. As much as any adman 
could, Tatham — 1 A chairman and 
the conference's luncheon speaker 
6 November — summed up the 
mood of the ageneynien leathered 
r the three-day event. 
Tatham cited the ev cr-chaugiin* 
pWHOv role in broadcast program- 
ing as "another striking example of 
the constantly cb.nniinu a gone) 
function." Recalling that advertis- 
ing agencies became "part llollv- 
wood and part Rroadvv a\ " in the 
ie\da\ of network radio packages, 
idnian Tatham contrasted this with 
ochn's network t\ picture: 

"When the patterns had been cut 
UJf! the volume grew , independent 
irodueers came into the field, sta- 
ious and networks took increasing 
esponsibility for the production 
if shows, agencies discovered the 
Uttasintage of network sponsorship 
o that several clients could sha re 



a telev ision prom am. Tod a) , few 
agencies actualb produce radio or 
telev ision show s." 

The necessitv I or change and 
growth at the ageucv lev el was also 
c ited b\ another top-ranking I \ 
official, Cirev Advertising ehairnian 
\rthnr C. l ; att. vv ho is currently 1 \ 
Haste i n Region chairman. \s kev - 
until . Fatt warned admen of the 
dangers of "intellectual insnlai itv ," 
and the dangers of becoming "ob- 
livions to the continuing change in 
the hopes, dreams, aspirations and 
desires of individual people to 
whom we have attached a label, 
'the consumer. " 

To briny a dillerent viewpoint 
concerning the I'.S. consmner mar- 
ket to the attention of top agenev - 
men, 1 \ prom am pl.i mn i s put 
iniieli of the conleronce focus on an 
opoiiing-dav met -tiny w lueli fea- 
tured what 1 \ t( nued "a distiug- 
iiished panel ol scholars, consult- 
ants to indnstrv , and spokesmen for 
consumer interests — all from fields 
outside the agenev and advertising 
business." 1 1 vv as a w cll-inte ntionccl 
move w Inch produced a fair degree 



of scholarlv fog o% er the h isit topn 
— "Our Changing Consimit r Si. 
c ietv — in the opinion ul s« v < i al 
realistic - I \ int nibei s. but w ln< h 
also produced some g« iiuiut lit w 
slants on the \iihth hi t oiisiiiik i 

"I'iltv \ eat s ago. the in ijoritv of 
consumers were unskilled or s< mi 
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ARTHUR E. TATIIAM chairman of 4.4 
and of Tathii/n-Laird, pinpointed trends 



skilled workers and farmers who re- 
ceived their peak lifetime income 
in their 20's," said U. of Michigan 
sociologist Dr. George Katona. "To- 
day, the majority of consumers are 
white-collar workers and their 
wives, both having gone at least to 
high sehool. Their peak income is 
reached in their late 4()'s and 50's 
so that they look forward to 20 or 
30 years of rising income after 
household formation . . . 

"Our economy is growing and in 
10 or 20 years the variety and num- 
ber of products sold and advertised 
will be larger than today. On the 
other hand, the time that eaeh in- 
dividual consumer is willing to 
spend on looking at, listening to, 
and reading advertisements will not 
grow. This is one great problem the 
advertising industry faces. In this 
respeet again, the solution will not 
be found accidentally or intuitively. 
This is a problem requiring careful 
objective research. 

A psychologist's view of the 
American eonsumer was offered to 
admen by Dr. Milton Rokeach, 
Michigan State professor. Discuss- 
ing the different types of "beliefs" 
held by consumers — which range 
from "the inconsequential, through 
the peripheral, to beliefs about 
authority and, finally, at a core to 
primitive beliefs which are extreme- 
ly resistant to change" — Rokeach 
eluded the 4A admen for some 
psychological short-sightedness. 

"The irrational image of man 
still predominates in the advertis- 
ing world," he said. "The more in- 
consequential the benefits of one 
brand over a competitor's the more 
desparately the industry has ha- 
rangued and nagged and, conse- 
quently, irritated its mass audience. 
It is no wonder that the advertising 
profession is reputed to he among 
the most guilt-ridden, anxiety-rid- 
den, ulcer-ridden and death-ridden 
profession in America." 

The day-to-day, dollars-and-cents 
side of the ad agency business also 
occupied an important part of the 
4A conference agenda. 

During a special agency manage- 
ment meeting, for 4A principals, 
some new facts and figures of 
agency life were given by Philip 
II, Schafl, Jr., chairman of the ex- 
ecutive committee at Leo Burnett. 
The annual study of ad agency 
costs and profits conducted by 4A 



(covering 1962) showed, conclu- 
sively, that the agency business is 
one in which most of an agency's 
ineome (not total billing) is spent 
on its payroll, and that the profit 
factor continues to be small. 

Specifically, payroll "takes 68.5% 
of the advertising agency's income 
dollar" while "net profit is 4 cents 
out of the income dollar." Added 
Schaff : "Almost every other eApenxs 
is related to these people — housing 
them, insuring them, traveling them 
and giving them the facilities and 
hx form at ion they need to do thg 
right kind of work for fee adver- 
tiser. When people start working, 
the meter starts ticking. 

"One of the most expensive 
things in the advertising agency 
business is brilliant execution of the 
wrong idea. The further an idea 
gets away from the people respon- 
sible for planning, the more that 
idea gets into the hands and minds 
of people whose responsibility is to 
do or die, not to reason why. Be- 
ware of the false start orchestrate;!: 
to the nth degree. 

"Agency eosts are trending up . . . 
agency profits are trending down. 
It is to the advertiser's own self in- 
terest for his agency to be profitable 
on his account. There arc many 
ways an advertiser and an agency 
can work together more efficiently 
to reduce costs for both parties." 

Creativity, particularly as 
sparked by young agency execu- 
tives, came in for its share of at- 
tention at the 4A session, along witk 
the related problem of where M 
find new talent. 

"There are three major areas M 
which 1 believe advertising majf 
find its most able and bravest lead- 
ers for tomorrow," said David B. 
MeCall, vice chairman and crea- 
tive director of C. J. LaRoche. As 
MeCall sees them, the trio of hunt- 
ing grounds for talent which offer 




DAVID ft, MrCALL vice-chmn, of CL 1 
ImHocUp. cited nviv areas of agency- fidM 
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t lit- best opportunities are these: 

"The first is among 1 1 it* minor- 
ities, purtk-ul.il 1\ the \ci*ro in 
4iueriea. The seeond is among the 
re. illy top flight people in our col- 
letl.es and graduate schools. The 
third is among the outcasts ot civil- 
ized school life — the dropouts, the 
dreamers, the rational kooks." 

Added McCall: "We talk eud- 
lcssh to nice, well-rounded hoys 
from the Ivy League and the Big 
Ten. And they bring their average 
grades and their average person- 
al it ii-s and their average perform- 
ance into a husiness that can tol- 
erate almost anything hut averauc- 
ness," 

A tv-oriented "personal shin- 
kicker" — i.e.. something to jog 
creativity in an agency executive — 
was offered to the -I A meeting by 
Mary Jo Littlefield, senior copy 
Writer at J. Walter Thompson. Said 
Miss Littlefield, who described her- 
self as "a middle-aged youth": 

"Watch tv programs yon don't 
like or ones von wouldn't be caught 
dead watching. There's one rule: 
no wisecracking or complaining 
while you're watching. And its bet- 
ter to watch them while you're 
alone . . . otherwise you feel n little 
foolish. Try to figure out why these 
shows attract regular viewers. Why 
1 show is number I. I watched 
Stvcrhj Hillbillies for three straight 
weeks. What really made me mad 
IM that 1 laughed at some of the 
lungs they did on that show. And 
in too sophisticated for that." 
With many leading universities 
low engaged in far-ranging re- 
earch projects, 4 A officials called 
Ml a trio of educator-researchers to 
ell of their work, and its possible 
pplication to advertising effectivc- 
icss. One speaker. Dr. William Stc- 
ihenson, professor of advertising 
eseareh at l T . of Michigan, had this 



to s,i\ of the c\lent lo w hu li p« o| i|e 
reallv care about w li.it t ln \ i <• <\ 
posed to in mass media 

The mature \uteru an, in the 
emotional and ethli atioual sense 
and a person who has .u Inev eil 
"slice ess in vv liate\ i i station ul 
lite he or she may ha\ e pursued, 
tends to look upon c oumiuiiic uhons 
(news, etc. ) as a sort <>l scrum. 
Uame in which "culture is pl.iv. 
said Stephenson. 

"Which means that one has to 
achieve a certain onli t linrw in 
communication. T\ is nudonhtedk 
killing ;dl possibilitx of such absorp- 
tion with its constant interruptions 
by commercials." 

f lic Negro market — one of the 
countrv s most important spec ial- 
ized markets — was the toeus ot a 
special session held on the confer- 
ence s closing da\ , S Nov ember, 
w ith such speakers as N A AC.'I' s 
Hoy Wilkins, Ebony publisher John 
Johnson. Compton Advertising's as- 
sociate media director Robert I. id- 
del, and BBDO v.p. and associate 
media director Michael Donovan 
presenting new facts, figures and 
opinions concerning the multi- 
million-dollar market. 

Negro-appeal radio was termed 
"a thriving, profitable and effee- 
time medium" by BBDO's Dono- 
van, who added that "Negro radio, 
with its flexibility oi schedule by 
period and market represents a 
sound Negro advertising medium. 
Willi the exception of Washington, 
D.C.'s WOOK-TV, Donovan noted, 
"there is practically no other Negro 
tv programing on the air except 
for special programs and new s 
items programed on the Negro 
problem." In the tv area, Donovan 
said, "it appears as if the current 
answer to effective use of tv against 
the Negro market is in creativity, 
adroit programing and casting. 

Combinations of Negro media — 
radio, magazines, newspapers — 
have "a reach ceiling of about 65' < 
of the Negro market" although ' the 
quality of this fi.Y r mas make this 
all right," said Donovan, \euro 
radio, he added, had the lowest 
cpin ( SI 75-$2.(K) ) of am of the 
three principal \euro media. Sup- 
plementary impact could be de- 
rived through "creative, non-offen- 
sive" campaigns in ueneral tv 
and radio, mana/ines. and news- 
papers. & 
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ARB cites the 
20 "best-liked" 
tv commercials 

Diary-keepers sample 12 
major markets in search 
of a top- 20 breakdown 



Dli. J()H IS K. Tn \V Kli 

Technical director of Market Reports and 
Special Tabulations, ARB 




Hamm's Beer took first place in product breakdown, Schlitz second 



1*1 niLE this tv viewing audience 
If may, at one time or another ex- 
press concern about "poor" commer- 
cials, the same audience will gener- 
ally "give credit where credit is 
due" when it comes to commending 
those commercials which it thinks 
are "good." 

One way by \\ hich the American 
Research Bureau determines what 
commercials the public thinks are 
best is to ask the following question 
in the back of its viewer diary: 

"Of oil lite Iv commercials yon 
so iv this week which OXE would 
your family vole for as 'best?' " 

It's true that a few diary-keepers 
pencil in remarks such as "For this 
week? Phooey!!!" or "You must be 
joking!" But, even so, a very sub- 
stantial portion of the viewing audi- 
ence does have a definite choice 
which it expresses freely. 

Of 1000 diaries selected at ran- 
dom from the twelve major markets 
surveyed by ABB 1 during the week 
of 11-17 September 1963, some 
56.5% contained one or more an- 
swers to the above question. To 
clarify, even though the family was 
asked to record "one" commercial, 
sometimes two or more answers 
were given, as witness the following 
breakdown: 

One commercial t iled 53.4% 

Tito commercials cited 3.0% 

Three commercials cited 1% 

i 1 ) Markets involved included Seuc ) ork. 
Los /luff lit. ('.hiciifttt, I'liiltidelpliiti. M*ls- 
ton, Detroit, l.leielanil. Sim Francisco, 
I'ittslinruli. St. Louis, \l inn capoHs-St. I'aul 
and Seattle-Tacorna. 
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Of the remaining 43. 5% of the 
diary-keepers, 34.8% left the ques- 
tion blank, while 8.7% made a def- 
inite attempt to indicate that there 
was "no choice" in their particular 
homes. 

In the 565 diaries where commer- 
cials were indicated, there were 172 
different choices mentioned. Here 
is the top-20 breakdown by prod- 
ucts (using 565 as the "base" for de- 
veloping percentages ) : 



RANK PRODUCT 


r C ANSWERING 


1. 


Hamm's Beer 


9.0% 


2. 


Sclililz Beer 


5.1 


3. 


Gravy Train 


5.0 


4. 


Ralston Purina 


4.4 


5. 


Paper Mote 


3.3 


6. 


Ajax 


2.5 




Gleetn 


2.5 




Kellogg s 


2.5 




Star Kisl Tuna 


2.5 


10. 


Gaines 


2.3 


11. 


Ivory Son}) 


2.1 


12. 


Cheerios 


1.9 


13. 


Narra^anselt Bee 


r 1.8 


14. 


Firestone Tire 


1.6 




Nu-Sofl 


1.6 


16. 


Kool-Aid 


1.4 




Toni 


1.4 


18. 


General Electric 


1.2 




Ivory Snow 


1.2 




Salvo 


1.2 



It should be kept in mind that 
even though the diary-keeper was 
asked to record a specific commer- 
cial, sometimes the answer wns in 
more general terms. For instance. 
Gravy Train is a product of Caines. 
At the same time, however, Caines 



has other products which are afsjB 
advertised on television. Therefore; 
some of the respondents who n 
swered "Gaines" may have had 
Gravy Train in mind as the specific 
commercial ... or they may have 
been thinking in terms of another; 
Gaines product. Consequently, in 
tabulating the results for this an- 
alysis, no attempt was made to sec- 
ond-guess the respondent. Garnet 
and Gravy Train were tabulated! 
separately, depending upon the in- 
dividual diary entry. 

Another point which should be 
stressed is that in some eases ( Xar- 
ragansett Beer, for instance) tte 
commercials mentioned represent 
products sold only on a regional 
basis. Therefore, such commercials 
would seem to have a "more-than* 
average" appeal if they are still able 
to make the top-20 . . . even under 
such a handicap. 

One final word of caution regard- 
ing the results of this study . . . 

Because particular products or 
firm names are absent from the 
above list does not necessarily nietfn 
that the commercials involved are 
doing ineffective selling job! Nettlw 
does it mean that these eoninief- 
cials are disliked by the viewing 
audience. Their absence could vse|l 
he explained, also, in terms of ljgbf I 
scheduling and less exposure, 

As in the ease of new program*, 
different versions of commereXlJ* 
bring varied reactions. TherCfcJlig, 
we'll be taking another look at ik«tl 
liked" commercials at some future 
date when a "new crop" is in tip 
making. 
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If you would like to buy radio and ^or television announcements in Des Moines 
on participating programs hosted by personalities who have been at a station long 

enough to strongly establish themselves who have exposure on both radio 

and TV so they're far better known than air people at any other stations 

who serve their audiences by giving important information on community 

^ ^ ^ 

service projects who are recognized by these same audiences as real 

>fc >fc >|c >fc 

friendly, pleasant people with families that they'd welcome as neighbors 

. . . . .and who know the professional way to do polite and persuasive selling 

for you***** buy KRNT RADIO and KRNT-TV, Channel 8. 



We have 2 Twenty Year Club air people. On KRNT Radio — -7 who have been with us 15 of our 
28 years. On KRNT TV — 8 who have been here since we went on the air 8 years ago. You need such 
stability to build audience loyalty to the stations, personalities and to the products they represent 

Inter media Motivation Factor. Whereas most operations keep Radio and Television separated, ours 
embrace each other. In our opinion, both media and personalities and sponsors are far better off 
for it. 



"W 7§- "M" All our personalities read the cards and letters about church chili suppers and women's club rummage 
sales and teen-age car washes and men's charity shows and a thousand other small but so important 
efforts by friends in our community. These folks know we will help them publicize it We're kind and 
gentle people in this phase of our operation. 

"X" "ft - "X - Central Surveys, 1962. "Which radio and or television personalities would you like to have as next 
door neighbors?" KRNT personalities were an overwhelming choice. 

Both KRNT Radio and KRNT TV do more local business than any other station in the market. By far 
the greatest number of these advertisements are dor>3 "live" by our personalities They have the 
experience — the "know-how" to make folks "go-now" and buy now. 

KRNT and KRNT-TV 



DES MOINES 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by The Katz Agency, Inc. 
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Renault relies on 

Profile studies on buyers of the Dauphine 

and R-8 form the basis for important advertising 

decisions designed to catch Volkswagen 



Foreign caks are driving in a hot 
competitive market. No more than 
four years ago they were grabhing 
a good 10% of total U.S. ear sales. 
But when Detroit stepped in with 
compacts, foreign cars lost their 
grip on all but 5% of the market. 

Renault, as a result, began losing 
sales steadily. Only recently has it 
managed to halt the downhill de- 
cline. Yet despite its troubles it still 
holds second place in foreign car 
sales, trailing only the popular 
Volkswagen. (Sec chart for recent 
registration figures on foreign econ- 



omy cars. ) 

Good research has helped Ren- 
ault hold, and recently slightly ex- 
pand, its sales. Know thy customer 
is still the first commandment in 
sales and Renault knows it. Recent 
studies by Fuller & Smith & Ross 
and YVorthington, Hurst and Assoc. 
on Renault owners have pinpointed 
the customers' characteristics for 
both the Dauphine and the R-8. 

Owners of other foreign cars, 
namely the VW, were also studied 
to determine what consideration 
they gave the Renault when mak- 



ing their decision to buv. 

"In assessing money for advertis- 
ing media, we set up a prospective 
buyer profile based on the market 
research," says Gordon Zern, group 
supervisor at F&S&R. "Then we 
match that profile to the media, 
time, and program and approach 
the prospective buyer in the most 
efficient way possible. The research 
shows, for example, it would bes 
silly for Renault to advertise on 
rock 'n' roll or bandstand program- 
ing, or, the opposite extreme, fin 
chamber music. These profile stud- 
ies show us the area in which tn 
make our choices," according fa 
Zern. 

Renault no longer considers it- 
self directly competitive with the 
eleven or so U.S. compact cars. Re- 
cently, the "compacts" have grow 
so much in size and cost they « 
beginning to creep back into com- 
petition with their big brothers. The 
word compact no Longer mearif 
economy. 

Thus, it is no secret that alrmfl 
all Renault's research, advertising, 
and marketing is planned to caw 
Volkswagen, which currently holtfi 
about one-half of all foreign ear 
sales in this country. Renault, M 
well as Volvo, have taken diWQt 
pot shots at Volkswagen in their M 
commercials. 

With sales so high Volkswager 
naturally has a great deal lrtaix 
"spending money" than its Competi- 
tors, Ad budgets for foreign cac 
generally run from $50 to $100 poi 
car, about 30 to 50% higher thai 
for Detroit cars. 

Renault feels that it must thin! 
twice before spending its #2 nullicn 
in advertising and promotion (na 
tional and regional spending). Ml 
agency executive cited the unfiaf 
tunate failure of the Edsel, indfctl 
ing that the research might 
such a disaster from recurring, 

The two consumer profile sfcudse 
exposed here show Renault exact! 1 
where to direct its efforts to get ?h 



NEW CAR REGISTRATION 
MAJOR FOREIGN ECONOMY CARS 



Make 


August 


1st 8 mo. '63 


1st 8 mo. '62 


MG (inc. 1100) 


1,843 


13,542 


6,423 


Fiat 


876 


7,017 


6,227 


RENAULT 


1,985 


14,856 


20,099 


Triumph 


1,874 


14,060 


10,820 


Volkswagen 


19,102 


161,957 


128,536 


Volvo 


1,078 


8,933 


8,638 



5.70% Foreign car share of total U. S. registration in August (Industry: 
552,861; Foreign: 31,521) 

5.06% Share for first eight months of 1963 (Industry; 5,086,272; 
Foreign-. 257,482) 

4.94% Share for first eight months of 1962 (Industry: 4,605,346; 
Foreign: 227,536) 

SOURCE: R. L. Polk 
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must out of marketing .uid adver- 
tisinu- ll'* 1 first stud), coinpleted in 
M.iv. was for D.nipltine; the second, 
completed in \ugust. was lor the 
new H-S. 



R-8 RESEARCH 

hast war l-WSMl had difficulty 
researching tin- potriiti.il market for 
tin 1 new R-S. No cars were available 
hi the U.S. for test driving, so all 
research had to he earried out with 
the poor substitute of a brochure. 
Recent buyers of the Corvair, Val- 
iant, Dauphine, Volkswagen or a 
two-year-old ear in the low-priced 
field were asked if they would con- 
sider buying the H-S as shown in 
the brochure. The photographs and 
pictures were kept simple so as not 
to dazzle the viewers with mean- 
ingless, albeit impressive, clutter. 
I ( The R-S, very different from the 
, .Dauphine, is one of the first mass- 
I produced ears to be fitted with disc 
■ brakes on all four wheels. Com- 
pared to the Dauphine it is higher 
I in price, more rouged in design, 
nore powerful, and slightly larger 
i a aside. ) 

Results of the recent F&S&R mail 
I survey on actual buyers, completed 
eeently, revealed the predictions 
.vere fairly close to the facts. The 
uirvey covered a representative 
•ross-section of names selected at 
andom from the Renault R-S war- 
anty cards. A total of 500 names 
vcrc selected, out of \\ hich a usable 
57 questionnaires was achieved. 

A summary of the findings shows 
hat in approximately \o r c of to- 
n's R-S households, the R-S is the 
pnly ear owned, compared to 557c 
f those households owning one or 
nore ears in addition to the H-S. 

Among multiple-car owners, the 
other" car is usually a domestic 
tandard make ( Wc ) . w hile for 
Si this ear is a domestic compact, 
en percent of the respondents own 
n imported economy ear in addi- 
ion to the R-S. 




New Renault R-8 has helped pull up firm's lagging sales, car is larger, more powerful 



These multiple - car households 
tend to own fairly recent models of 
other ears, with 3 \ c r owning I960 
or later models. Most of them drive 
their Renault more often than any 
other ear they own. 

Most of the R-S owners ( So r c ) 
had bought their Renault this year; 
the remaining 15 r c in the latter part 
of '62. 

At the time of the response the 
average (mean) mileage on the 
K-S's owned bv the sample was 
7.013. 

The most important factor in- 
volved in the buying decision for 
the R-S was economy ( 75' r ). Other 
factors concerned, design (olYc). 
workmanship (2iY~c), and maneuv- 
erability ( 1 '/ r ). 

Two out of five R-S owners used 
the car most frequently for driving 
to work (43 f c). Other priiuan 
uses were shopping (3 l ) r r). long 
trips (Wc). 

Eight) - six percent traded in 
another car when thev bought the 
R-S. Fifty percent traded m a Re- 
nault, compared to Wt who traded 
in some other imported econonn or 
sports car. 23 r c who traded in a 



domestic standard make, and (V r 
who traded in a domestic compact 

Average allowance received on 
the trade-m ears was $651. More 
than half (SY'c ) were 195*) or later 
models. The average ( mean price 
paid for the Renault was $ l, l J53. 

Approximately three out of four 
R-S buyers financed their own pur- 
ehase, most of them to pa\ out o\ er 
a period of 21 to 36 months. 

\\ hat users currently like about 
the R-S is generally consistent w ith 
their reasons for bin mg it in the 
first place. ( Maueuv < rabihtv . how- 
ever, is a feature that most of the 
owners came to appreciate onlv af- 
ter actual experience with the car. 
Only 1 3' r gav e this ieatme as rea- 
son for having, compared to 7AY t 
who now sav it is tin feature thev 
like best. 

Things disliked ab< ut tin- H-S 
include design, mehiding hxatu n 
of headlight switch IV c . i igi- 
neeruig or w orkin mslnp on the 
brakes 13'' < , carbnntor ll'<- 
Some remarked ad\ trsih to dealer 
service ( 22 f r , Lick of a\ ailabihtv 
of parts ( W c , and pier mt\ rt 
generally { 10^7 ). 
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ADVERTISERS 

\bowt baa V: r indicated the\ 
w ouid expect t b \ a Renault next 
rame. tie nt ;i r reas n f'T repur- 
chase being ec « >mv Oi the 26 r 
wr sa:d thev w mid buv s >me 
ther mAe S3 . said the\ would 
buv a brgrer car. and 13 - a better 
car eg Peugect cr Mercedes 
Others said tbe\ w ere dissatis£ed 
with perf t rmarxe 22T~r 2nd deal- 
er scmcjj; 13 c 

In recxHfideria; their original 
choice c: the R->. r feel the> 
would repeat the decisi 11. Aim nz 
these <nko said the 1 *, w xild bu\ 
some other car. V Ifcj-w 2 gen w a> 
T>-»t :reouer,th sabstituted. 



it en feels 2 bit trapped eot m mic- 
ally b> life. He roa> or max not be 
nxxmlighting 

S*. metirnes his wife will be w c rk- 
inz part-time ct even full-rime 
despite the fact that the> hav e pre- 
schxs! children. 

"To him the Renault represents 
the most inexpensh e automobile he 
can purchase which offers reason- 
able reliability." according io H an- 
on. "He is, tired of buying used cars 
which hav e a way of falling apart 
1 n him about the time he just has 
them paid fox — or e\ en before. 

The second type of bu\ er is a 
man m his late tw enries cr thirties 




t?!nriihs s:;r gteys c* fact tits 1-6 fess few doors, Volkswafen caty t*« 



DAUPH1NE RESEARCH 

The Daaphrae research through 
W Tzhinzim. Hurst c x ers who the 
bu\ er> are. what they w _nt m the 
pr "■duct, and w kat tbex w ant m the 
dealer 

iax> Bernard Han m. the >ur\ c\ s 
lrnfaa: t and Renault, Inc s nati rial 
marketing maadZer "This report 
pr bes deeper than an\ of those 
prexi msh made, and the number 
and quality A details it has brought 
t ghc >Jx<u]d be f extreme % .due ~ 

The *tud-es re\ eai rw types f 
r ' "vpe Recta 1 : Da 1 p me bux - 
er- Sn \ w«i\j. ^ff\ oj<l similar. 

: » QU2C t w a\ > th ex 

Iv dSl T t 

~P t fir-: e<tD h^i b. de>cnbed 
\ p : n r a "i i r - rwer'i - 



r earix 



it* 



rried 



V, 



-V 



er^ sroa cl dr : 

He - zh - era 1 age 

tujjZ a an *k \-d r -^emi- 

4 ed " djj, \ -rated t m- 

p it H * fawjc-1 big tj is are 
^\-\ «x»d } < Cd>r d r. He i> r*- 

> - «■ 1 e .aid -tm t * t met t h « 
nrn *s c >•< er»*-< - \ bo* 



typically slightly older than the 
first . again married and -with crow- 
ing children. 

He is a hi eh school graduate and 
perhaps has some college education 
as well. He is working in a salaried 
white collar job. but one where he 
does not anticipate a creat deal of 
advancement beyond his present 
position His financial obligati ns 
are hea\A" and hi> cash sh' rt. but 
throw rr ch ice as much as neces- 
sity 

"T thi> m-n The Renault repre- 
sent* a chance t get tliat much fur- 
*hrr ihewd — to >a\e SI 3 cr perhaps 
:3 r > 11 m nth.K pa\ ments. - 
ia\ - H-n . "He has the ad\anta;e> 
f mcre<->ed c-c n m\ \er a oon- 
\entj nJ. full-sized Amencan car 
He is tired f high monthb pa>- 
merLs f t a c±s-h z " 

B t ■ thtse types f indiMduaL- 
s \ up t be c uti >. c nsena- 
ti\ e and cart i 1 The\ *end to c n- 
- der tl inc* 'r tl ..n m *t peoplt 
and tend t » ha\e a ti^r f beinc 
trapped r t-ken ad\antace f. 

In part tl e\ wdit ec nora\ — a 
d liar and ctnts difftn ncv in their 



monthh budgets « hich is achie\ ed 
through lower p^iyments and re- 
duced operating costs. More than 
most people they tend to be aware 
of exactly how much of their in- 
come can be eaten up by an auto- 
mobile. Those who own two car 

and 30^7 do are especially awsas 
of this fact. 

The people who buy Renault* dc 
not like to stand out unduly in a 
crowd. The staling of the Renault 

and the four doors appeals m 
them for this reason. The research 
indicated that wives especially are 
apt to like Renault as compared t 
alternative foreign cars — i.e.. the 
\A\\ 

The\ are also extremely inter- 
ested in reliability. The\ want I 
feel the car they buy can be kept 
for four or five years if they so de- 
sire and put many thousands ctf 
miles on with a minimum of up- 
keep. They want reassurance: w 
they do not cet this reassurance 
the%' will buy elsew here. 

Tlie\ are people who do not like 
to push other people or have | 
areue with them. They want ano 
expect io cet cood reliable senic 
ing at a moderate price. They $m 
not people to take a chance. If th«\ 
have doubts about the senice fac£ 
ities the> will buy elsew here. 

From the economic point of view 
the low er the pa\~ment the beifUr 1 
they like it. 

How e\er. even though they an 
bu\ine in the low-priced field, the? 
are less concerned about getting J 
deal or a discount than gettin.« 
value. They seldom believe tiu 
\ou get s methins for notiing h 
this world. Therefore. exees# 
dickering or bargaining 1 aises thei 
anxieties. TSie\ are not individual 
with much faith in their ability q 
uti x pet pie and this kind of <w 
inc situati n makes them nen 1* 
F r this reas n the} mu>t be ci*e 
time tu make up their minds. The 
^re afraid I f txinc sw eet-talked to* 
making a rash decision, as the 
micht have been in the past. 

In its c irarn rcials and print I 
Rtnault hai tried to emphasis t^i 
aut characteristics it> cust mei 
want: <pacx j . gas ec nom). 
z d looks. \*isual comp, 
with Volkswagen art n t 
quent. What d*>es \*olkswagen 
"W e d n't mind. It gives us 
publicity." 
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Product loyalty fades 
ith brands ouf-of-stock 

58% buy substitutes if first choice isn't available 



CONS) Ml 11 1)1 .111(1 |o%,llt\ pl.l\ s .1 
wideb van iug rule in »ccr\ 
store salt s. In a st)i(K of 1 I product 
'roups, A. ( *. \iclscn loinul in tlie 
p«jp studied that refusal to bin 
aibstitnte biands ranged as high as 
)7 C ' lor dentifrices and as low as 
HP* for toilet tissue. 

In die 1 I product groups, nine 
vi' re edible, fiv e were non-edible. 
Vreeut of refusals to buy snbsti- 
ute brands by t\ pes ol products 
Hiked like tins, Nielsen reports, 
ifphg the edibles: instant coffee 
7 r t; salad and cooking oils IS'< ; 
mirgarine l l r ' . cake mixes 10'" ; 
aatrred beans 36 r r; tuna fish 30'"' ; 
egetablc juices :W< ; cereals 32 r < , 
ud crackers 30'1 . 
Vmong the non-edibles, refusals 
ere led h\ dentilrices, followed 
y floor wax of 5() r r; detergents 
■M; toilet soap -1 1 ^ . and toilet tis- 
ic at an 1 **. 

Looking at radio and tele\ ision s 
•ajor advertising customer, the 
Kid industry, Nielsen had a inim- 
r of other points to make on the 
ole played by brands out of stock, 
ielsen found 76"~<- of the customers 
ere able to purchase the exact 
r amis wanted, while "2 l r <- were 
•t. Of those u bo were not able to 
iv the brand they wanted. 5>S r < 
>uq;|it substitute brands, while -I2 r < 
d not buy. a substantial share of 
e total. 

When the si/e of the brand 
urted \\ as not in stock, Nielsen 
vs 52T bought another si/e of the 
me brand. 30^ bought w anted 
v 'e of another brand, while 1 S - 
' 1 not buy. And u lieu the color 
•inted was not in stock. 69 r < 
I light another color ol the same 
Unci. 2(n bouiiht wanted color of 
• other brand. 1 IV did not bin. 
•\Vhil e it may be argued." Niel- 
i said in its review of Retail Cro- 
ty Store Trends, "that out-of- 
s ck conditions in one store may 
I lefit sales in another store, or 
lit refusals to buy in one store 
I airs increased business to an- 



other, the fact remains that out ol • 
stock has consequences to each re 
tailer. . . It can be seen that out - 
ol-stock. especially concerning 
brands is a problem that merits tin 
most careful attention 

In analyzing the ont-of-stoi k sit- 
uation for 15 product classes, it u as 
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|< Hind the axeragi h»r I i m I w is 

I while tin a\«ra'«- lor si/* \ <>r 
t\ pes w .is S' < >li the tithi r h Hid 
shell olltol-stoi k with 1IH r< h.ilidl e 
111 slot, krooui sllOUt d .! i .HI I I 'I' 

lor brands 1 i' lor si/t % or \\ pe 
\\ Idle ,i lllllllber o! ill i]<>r piod 
net hues showed substantial s id s 
increases m lood st< >r< In a 1 1 h m I 
beaiitv aid departments tin |< ad< I 
duriiiU l%'2 was the a< rat. <i h i r 
spi a\ uroup Nielsen said. \ oh not 
o| sales increase lor this produ* t 
group w as IT in l'K>2 against the 
pre\ ions \ ear <)th«r Ik alth n d 
beaut) products showing inert is< s 
w ere oral antiseptics plus I \ 
razor blades up 12' , cold remedies 
increasing li'-. headache remedies 
up 11'. and deodorants plus l l 

In Pjf>2, \u Isen figures showed 
the a\ erage selling area of new 
superniarki ts opened during !%2 
was smaller than the pre\ ions \ t ar 
"This w as a continuation of the 
tendencA since 1460 to build shghi- 
ly smaller markets each \ ear." it 
was said. >\\erage selling areas of 
new markets was 13, HX! sipian 
feet in 1461. and in 1462, 127<*> 
scpiare feet. 

\\ lieu it comes to shopping. Nu 1- 
sen reports the housewife is st ill 

II IK grocen shopper lather alone 
or with the husband, she makes up 
K -Yl r ' of customers in food markets 

\nd for the most part, grocers get 
only one chance per week to sell 
their wares. \n estimated 61 
make onb one shopping trip p« r 
week, while 21' make two 

Reasons lor choosing a store 
were listed as follows freshness 
and ipialitv ol meats 2.") c Manli- 
ness 23 . low pru es 2 1 . c oi i\ i ni- 
eut location 17' . and \ an< t\ of 
merchandise 1 3 

When it came to sjn-ndiug tl < 
most mone\ . people m tin medium- 
sized counties spent the most. In 
" \ " counties, thosi with a in< t ro 
area more th in Vyi IMMI, au r,u< 
animal bin imz, niconn alt< r ta\< s 
was SS(I")3. .mraue annua! pur 
chases m 4rot« r\ -.ton * "x'JSo In 
"B" counties, thosi w itS) \m ipulat n 
more than 1 2l •< m K I nu < ox \ ^ 
"s6') 1"). eri h ( r\ st< r« pure b im > 
^ 100S In '"( "" « oiii tu s with |m >pu- 
lation 1h tween >2 Oil ,n I 1 2< '( K K I 
income was s3 ! l>0 p <%• \ im s <H«J*I 
and in I) (oiiiitu s. imdt r )2 O"" 
population, mc >me was s 177 J ^r >• 
c er\ pure b is< s s s » s & 
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ADVERTISERS 

Packaging, real 
most effective w 

Food products w ith attractive pack- 
aging and genuine innovation are 
much more likely to win the favor 
of supermarket - shopping house- 
wives than products that are just 
"new." 

In an independent study of ten 
food products on the market for six 
months or less, The Center For Re- 
search In Marketing found house- 
wives are buying new foods — but 
only if those foods have some sig- 
nificant difference from existing 
products, or if they are packaged 
in an extremely attractive way. 

William Capitman, president of 
the marketing research firm, said 
that in the 1950s "there were so 
many needs to be filled that any- 
thing that was new, in any way, 
aroused curiosity and a desire to 
try. But it no longer appears to be 
true that any new product will have 
enough curiosity value to create 
sizeable initial sales. 

"Among the products surveyed, 
antipathy or lack of interest was so 
strong for some of them that even 
though they were rated as the 'new- 
est ideas,' they were seen by our 
respondents as the products they 
would be 'least likely to purchase'." 

Capitman pointed out that "some 
products which were rated as 'least 
new' in concept were viewed by our 
respondents as the ones they 'like 
best' and would he 'most likely to 
buy . 

The best received new products, 
by far, was Green Giant's broccoli 
frozen in butter sauce. Twenty-four 
percent of the respondents liked it, 
and 22% said they 'would buy it.' 
The research firm attributed its suc- 
cess to fine packaging concepts and 
a very attractive picture of the 
product. The innovation of a ready- 
made butter sauce also intrigued 
the housewives. 

The second-best-liked product in 
the survey was Rheingold's Cliug- 
A-Mug, in which the beer is pack- 
aged in individual ceramic contain- 
ers. A Center For Research spokes- 
man attributed Chug-A-Mug's suc- 
cess to the packaging: "Women 



innovations 
ith shoppers 

immediately saw the container fill- 
ed with flowers." 

Minute Maid's new Orange De- 
light fruit drink scored third, and 
since orange drink is hardly new, 
enthusiasm for it was attributed to 
the severe shortage of fresh oranges 
at the time of the survey. Betty 
Crocker's Noodles Italiano scored 
fourth. 

The other six new products tested 
were Chung King fried rice; Kraft 
eole slaw salad dressing; Camp- 
hell's Bounty chicken stew; Kel- 
logg's Fruit Loops, fruit-flavored 
cereal; Banquet frozen Mexican 
dinner, and Seabrook Farms' frozen 
goulash. 

These six products all scored 
poorly. The Center listed two rea- 
sons for housewives' disfavor: 

► Some manufact urers showed 
the food in an unprepared state on 
the package. "It's much better to 
show the finished product — unpre- 
pared food can be must imattrac- 
tive. 

► Prepared foods designed to 
serve as the meal's main course 
usually are unpopular. "Housewives 



much prefer to prepare tlieir own 
dish." 

The Center interviewed 'ffpm 
housewives, predominantly of mid- 
dle income, in 12 urban and subt 
urban regions around the U. S. The 
respondents were shown the ten 
products and informed that they 
were new. They were then askeJ 
to evaluate them in terms of new- 
ness and in dimensions that would 
induce them to make a choice; 

Record for Lorillard; 
other 9-mo. reports 

P. Lorillard has reported the high- 
est third-quarter earnings, $1.18 
per share, in the firm's bisto 
Earnings for the three quarters of 
1963 were also up, even though 
sales for both the third quarter ajjsj 
the nine months were down slightly 
from 1962's record level. Third* 
quarter earnings Were $7,94L53St 
against $7,641,365 in the compar- 
able 1962 period. Third-quartfr 
sales were $133,048,347, slighS 
lower than 1962's record level o) 
$133,960,261. Sales of Lorillard 
non-filter cigarette brands ran fef- 
low 1962 levels, reportedly due t( 
"a decline in industry trends'* arte 
to the fact that 1962 sales refleJSH 
intial ordering and the filling of mM 
tribution pipelines for York Iffi 
pcrial-size. 

Gillette income down: Consah 



'The Price Is Right' for Samsonite 



7 smart Samsonite gifts...and "The Price is Might 
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"The Price Is Right" theme of Samsonite Luggage's newspaper, maga- 
zine, and tv ad campaign points up the company'!* sponsorship of live 
and filmed spots on the ABC TV daytime network slunv> Commercials 
will run through 20 December, the Christmas gift market in mind 
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dated net income of The Gillette 
Co. ft i r the nine months ended 30 
September. 1903. was $30,9S5,000, 
;i decrease lrom the 1002 three- 
quarter total ol $33,755,000 Net 
sales for nine months ol 19(13 were 
$220,510,000. cmnpared with $212. 
Ptf.tXK) lor the correspondim; 1902 
period Karuiut^s per share were 
SI. 10 for the last nine months. 
Ig.iinst $1.19 earned in the same 02 
period. 

Miles Lahs: Nine-month 1903 
earnings w ere 15' < greater than the 
similar 1902 period for Miles Labs, 
on a sali's increase ol 5'<. Net sales 
for the period were $Sl.t) 1 1, (XX). 3'« 
more than the $77,216,000 reported 
on an adjusted has is a \ ear ai^o. 
lilarnin.ns to date in 1963 are $ 1,- 
177,000, up from $3,903,000 last 
war, equal to $1.09 per share com- 
pared with 96c in 1962. Miles' presi- 
dent, Kdward 1 1. Beardslev, said 
present indications point toward 
"an excellent year with sales ex- 
pected to exceed a new high ol 
I) OS million."' 

Seutt Paper report: Scott Paper; 
net income for third-quarter 1 963 
>f $S.90S,7-13. up S r < from the $S,- 
160 registered in the same 
.purler of 1962. lor a per share 
tetminn of 33f against 31c in the 
962 period. Total sales fur the 
piarter were $95,5S(,361. against 
PW.76 1,321 for third-quarter 1962. 
Goodrich sales, earnings: H. F. 
•oodrich net sales lor the first nine 
nonths of 1963 were $616,631,133, 
gainst $607,509,126 registered in 
lie same 1962 period. Net income 
ii the first nine months ol 1963 w as 
luwn l c < from the 1962 total ($19.- 
>1 1.SS9 in 1963 auainsl $19.S!)6.9I2 
u 1962). Third-quarter 1963 net in- 
(inie was 'adverse!) allected" hv a 
0-vveekdonu strike at Goodrich's 
)l.mt in Tuscaloosa, Ala. Dividends 
B 11.65 a share on common stock 
M*' paid in the first nine months 
'f hoth 1962 and 1963. 

Purolator: Purolator Products re- 
Wirls record sales and earnings for 
'e first nine months of 1963, with 
rniiius climhing to a record $2.- 
Vl.98.5, or SI. IS a common share. 
Miipared with $2,6$0,769, or $1.36 
common share for the same 1962 
eriod. Sales for the first imie 
lonths reached a record $ 15.031- 
•3, compared with Sl3.S37.065 lor 
ve similar period in 1962. The 1962 
-lures have been adjusted lor the 



three-loi one stot k split approved 
In stockholders m September ol 
this year. 

Schick's big profit : Shu k reg- 
istered "\ ei \ significant iih H '.im's 
in s.ilcs and eai nuiUs lor the third 
quarter and nine mouths « nded 
50 Septemher For the longer peri- 
od, sales totaled $ Hi, 275,56 1. an 
increase ol 16' ' m ei tin- nine- 
moiith period ol 1962 when sales 
were $1 1 .177, 13 1 Net uicouie rose 
to $5 1 1,01 1 , equal to 13 cents a 
share, compared to a net loss ol 
$109. 102 tor the same period last 
\car. Hohert F. Draper, president, 
attributed the improv einents to 
several things, including the coin- 
pan) s revised inarketiiig and < 1 is - 
tribution policies ( limited number 
of distributors instead ol selling 
direct to retailers), w ide consumer 
acceptance ol stainless steel shav- 
ing, exclusive with Schick in the 
electric shaver field, and broaden- 
ing ol product line last \ ear to 
include hair dryers, cordless elec- 
tric toothbrush, electric shoe pol- 
isher, electric furniture buller, and 
a line of "Sw agger" men's toiletries. 

Philip Morris record nine 
months: The new cigarette Pa.xton, 
the International division, and Per- 
somia Stainless Steel Double lCilge 
and Pal stainless steel injector 
blades contributed to increased 
sales in the third quarter, according 
to Philip Morris president Joseph 
Cullman, 3rd. Marlboro and Par- 
liament cigarettes continued to 
show gains For the quarter ended 
50 September, consolidated net 
sales were $153,922,000 This com- 
pares with SI I3.20S.OOO last year. 
Net income lor the quarter amount- 
ed to $5,932,000 or "s 1 .60 per com- 
mon share, compared w ith $5.9 17.- 
0(H) or S1.5S last year For the nine 
months ended 50 September, sales 
w ere $ 13 1, S 17.000, a new hiidi. com- 
pared w ith $109,755,000 in 1962. 
Net income w as Slfi.S3S.000 or! 1.52 
,1 share vs. $16,561.(XX) or $ 1.3$ a 
share at the close of the first nine 
months of 1962. \lso reporting up- 
beat third (piarter business w as Proc- 
ter <Sr Gamble. Net earnings lor tin 
three mouths ended 50 September 
were $37,792,001 or 90 cents a 
share. \ s. $35,1 12.070 or SI cents 
per sh.ire last \ ear 

3M has best (piarter: The >M 
Com pan) reported record sales of 
$195,151,104 for the three mouths 




WSLS-TV, Roanoke 

sells Virginia's 
NO. 1 TV Market. * 
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WILL YOU GET A 
LIMOUSINE FOR 
CHRISTMAS? 

Give something that's different, 
remembered and chic . . . 

A CHAUFFEUR DRIVEN 

ROLLS R0YCE OR 
CADILLAC LIMOUSINE. 

Gift Certificates for Rolls 
Royce rentals start at $10. 
for one hour. Cadillacs at 
$7.50, mclud ng livened 
chauffeur Perfect for that 
night at the theatre, trip to 
the airport, day or evening 
at the race track or special 
business remembrance. 

Buckingham Livery 

349 E. 76th St., New York City 

YUkon 8-2200 
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ended 30 September, an increase 
of 11% over $175,699,572 for the 
same period in 1962. Net income 
for the quarter of $22,959,800, equal 
to 44 cents per share of common 
stock, rose In line with sales from 
$20,454,549 for the same 1962 
period. For the first nine months, 
sales were $564,115,122, compared 
with $515,694,783, an increase of 
more than 9%. Nine-month net in- 
come rose to $64,900,00S, equal to 
$1.24 per share, from $59,163,578, 
or $1.13 per share. 

AMF earning dip: American Ma- 
chine & Foundry net earnings for 
the first nine months of this year 
fell to $13,119,000 or 78 cents a 
share from $18,876,000 or $1.12 
cents a share for the same 1962 pe- 
riod. This follows a nine-month 
sales drop off to $193,508,000 from 
$289,840,000 last year. A somewhat 
brighter financial picture was 
painted by Miles Laboratories, 
which reported record nine-month 
earnings of $1.09 per share, up 14% 
over last year's 96 cents. This led 
Miles to increase its regular quar- 
terly dividend from 15 cents a share 
to 17V^ cents a share and also to 



declare an extra dividend of 'IVz 
cents a share, to be paid 24 De- 
cember to shareholders of record 6 
December. 

Dr Pepper up: The Dr Pepper 
Co. registered net earnings, after 
taxes, of $1,124,698 in the nine 
months ended 30 September, com- 
pared to $802,587 for the same 1962 
period. Per share earnings after 
taxes were nearlv $1.56, compared 
to $1.12 for the 1962 period. 

Sterling sales/earnings up: Net 
profit for the drug firm's nine 
months ended 30 September was 
$19,082,000, compared with $18,- 
280,000 for the corresponding three 
quarters of 1962. Current nine- 
month earnings are equivalent to 
79 cents per common share, com- 
pared with 76 cents. Consolidated 
sales for the January-September 
period were $187,889,000, an in- 
crease of 5.4% over sales of $178,- 
235,000 for the corresponding 1962 
period. Reports from other com- 
panies include General Cigar, 
whose sales set new records in 
both the third quarter and the nine 
months ended 30 September. How- 
ever, net nine-month earnings were 



oil. Sales for January-September 
advanced 7.9% to a new peak of 
$49,419,184, from $46,148,972 ftl 
the same period last year. Net earn- 
ings amounted to $1,700,039, equal 
to $1.11 per common share, eom- 
pared with $2,016,737, equal to 
$1.30 per common share for the 
similar nine months of 1962. Thf 
Drackett Company ended its fiscal 
year 30 September with record net 
'profit of $4,251,000, a gain of 27% 
over the preceding year net # 
$3,346,000. This was equal to $1.46 
a share, against $1.15 a vear earlta.. 
Net .sales totaled '$49,745,000 
against $38,545,000 in fiscal 1964 
A large part of the increase in sales 
resulted from having O-Cedar pro- 
ducts in the line for a full ymii 
against only five months last year. 
Curtis Publishing reduced its losses 
for the first nine months of 1963 to 
$4,798,000 compared with $15,481,,.- 
000 for the similar period of 1962. 

Bullish drug firm report: Rich- 
ardson-Merrell sales and earnings 
for the first three months of utf 
1963-64 fiscal year were the highest 
in the diversified drug company^ 
history. Consolidated sales for the 
period ended 30 September' werf 
$46,799,000, compared with UM 
046,000 last year. Net earning*, 
after adjustment for foreign opera- 
tions, increased 6.1% to $7,364^H 
from $6,939,000 in 1962. Earning 
per share were $1.27 vs. §1,18 pfi 
share a year ago. President 1L 1|| 
Marschalk said, "Proprietary drugs 
ethical pharmaceuticals, veterinan 
drugs, and chemicals and plastic;— | 
all except veterinary drugs bill 
higher volume in the first quarter, 
lie cautioned, however, that imdwj 
significance should not be attack* 
because of (1) the seasonal ualxfl 
of the business and (2) the fact til, 
advertising expenditures are norm 
ally at a low level in this quitffa 

NRMA mems. in radio 

Almost one-fifth of retail stores lie 
longing to the National Retail Met 
chants Assn. will use radio as tl 
major advertising vehicle for Chris 
mas promotions. 

A study of member stores" Cirri* 
mas plans revealed that lQHo *1 
use radio during the holiday ftpj 
ping days, as compared «i{b tb 
44^ who will use metropolis 
dailies as their major medium. 




CLUSTERED AROUND FOR HOWE 



James Wong Howe, one of the 
world's top ctneinstographefs, com- 
pletes last of three commercials 
recently shot for Peter Paul, Inc. — 
this one for Almond Cluster. The 
others were for Mounds and Al- 
mond Joy. The spots were directed 
by Phil Landcck (center) of Suther- 
hind Associates, for whom Howe 
does his commercial work exclu- 
sively. Asked why, after 40 years 
of feature films he had become in- 



terested in tv commercial photog- 
raphy, Howe said: "My feeling 
about commercial work is very 
strong. 1 find that there are many 
fresh creative minds working close- 
ly together to produce in a short 
space of time a film that tells a 
story with many scenes of photo- 
graphed images. To use my cam- 
era to bring these images together 
in an exciting and beautiful ina- 
ncuver is a great challenge." 
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Scott Paper promotes 
Stocker and others 

Advertising manager of Scott Paper 
Co. James I) Stocker has been 
promoted to advertising and mer- 
chandising manager. Stoeker. vvliu 
joined Scott as 
an assist ,i n t 
product mana- 
ger in 19.~>6', 
vv as n. lined ad- 
\ crtisiug man- 
ager in Plot). 
Hurt H. Hoens 
w as ap|)ointed 
assistant ad- 
\ ertising 111:111- 
Stockcr ager. Also pro- 

moted ui).> Willoughby S. Dade, re- 
tail administrative sales manager, 
who assumes responsibility for tlx* 
now h created position of spec ial 
sales projects manager. Dade lias 
worked as di\ isional sales mana- 
ger in St. Louis. Pittsburgh, Los 
Angeles lor 30 years. Other promo- 
tions include Raymond J. Oirv in to 
retail adininistrativ c sales mana- 
ger; Ooorge K. Wilcox to retail 
marketing manager; Cordon lv 
Berlin to northern regional sales 
manager; Dale S. Comfort to Chi- 
cago sales manager: Heed W. I leil- 
ig, Jr. to Minneapolis divisional 
sales manager; James IC. Beck to 
assistant merchandising manager; 
William K. McOlnre to New Jersov 
district sales manager and Frank 
S. Jones to assistant product mar- 
keting mgr. in retail department. 



NEWS NOTES 

Station-sponsor drive: WHKB. Chi- 
cago, and the Standard Oil Dh . of 
American Oil. have, lor the second 
consecutive year, joined forces in 
an appeal for sports equipment for 
Chicago Youth Centers. The cam- 
paign consists of WHKB on-air 
appeals for contributions, asking 
viewers to hring sports ctpiipmcnt 
ti> their local Standard dealer. 

Snack foods new Borden subsidiary: 
Old London Foods. Inc.. of New 
York City, and its subsidiaries, man- 
ufacturers of specialty products, 
hav e* become a part of The Borden 
Co., operating under the Borden 
Foods Co. The product list for Old 
London Foods includes Melha 



Toast .md Hounds, "Put/ I . \ng 
gits" (bite-si/ed pret/els "I )ips\ 
doodles (corn chips), "Cher/ dood- 
les" (Cheddar flavored corn pnlf s). 
"Cheese w ich," and "(dice/ \\ allies " 
Most of the concern s products are 
sold under the Old I .ondou brand, 
principal!], through specialty food 
distributors. \'o changes in manage 
ineiit, policies, or personnel are eon 
teni|)l.ited for Old London 

Sachs back: After an absence of 
more than three \ ears, Sachs Onal- 
itv Stores has resumed radio adver- 
tising in New York with a 39-week 
schedule on WMCA. For 37 years 
the lurniturc firm had advertised 
on the station. Sachs' \ .p. and ad- 
vertising dir. Seymour Fogelsnn 
credited "radio more than any other 
adv crtising media" with having 
"shaped the Sac lis quality image." 

Acl Council 'CnoclwiH': The Vdver- 
tising Council plans its first "Oper- 
ation (Goodwill' campaign in as- 
sociation with .1 counterpart in a 
foreign country. In its annual re- 
port, the Council announced that 




NBC FOR CHRISTMAS PUSH 

lUwiininn Flei trie C.orp„ will \oon heutn 
n Christina* in/errf mims tlrii r on N IW. I f . 
Ihi' Mini II appliance manufacturer has 
honeht ipots on the "Toihw ." "7 ttntehl. 
mul ">tiinta\" %ttim$. I ItiMiiNinn') /no on 
thr /D-ii- "Smnla\ " program tilth Frank 
llhiir. it ill he just lor 22 /W< mher. >hel- 
lion Shaffer, cxectitii «• I .p. oj Dominion, 
t illicit the \ IW /ill* "the mini aiiercssii <• 
promotion ever put hehinil our complete 
lint' . . , Tint im e,%tment . . . \honlit rertllt 
/*» off lor ei rr\ one it ho sells I lominion." 



groundwork has l» < n l.ud for a 
joint advi rtisinc-uili»riii.ition i floi I 
with Onsisejn lon.il d<- 1,1 Pllbll 

c id, id ( \I i- \ ic u) t lirnugh which 
\oith \iinritans will g< ! a iiiun 
in formed view ol tlx u southern 
neighbors. J . \\ aid 1 I honipson is 
volunteer agincv, and Ldward ( • 
Oerbic, v. p of Chcscbn-ugli-Poud 
is coordinator 

I ile-si/e picture: I lieun ol H( A s 
latest institutional ad c amp. ngn 
which I icgaii this month is "H( \ 
is a Part ol Your Life" Basic mes- 
sage is "the scope of 0111 companv s 
pel foi inancc in ni.inv market 
areas." explains Halston (Coffin, vice 
piesident. advertising and sales 
promotion "It proceeds through 
proved demonstrations of the vvavs 
in w Inch HCA met Is or fills sue h 
interests to show the multiple 
points ol c ontac t vv hich ac tnallv 
make HC \ part of the viewer's 
reader's life, he added '"'I hns we 
demonstrate breadth through the 
consumer, rather than through the 
producer or supplier Maga/ino 
insertions are set w ith commer- 
cials on \ PC's Wonderful World 
of Co/or JWT is agoncv 

Fthiopia tourism promo: Ktluopian 
A irlines is sponsoring a contest for 
the best vv riting and broadcasting 
about F.tltiopiun av iation or tour- 
ism. $100 cash awards w ill be made 
to material published or broadcast 
between I June 1962 and 11 \la\ 
1961. Lntries should be sent to 
Calvert-Stearns, I K. 53rd St., \ Y 



N EWS M AKERS 

H< nil H i S I vhk to general manager 
of marketing research of Chese- 
hroiigh- Ponds, lie was market re- 
search direc tor lor Foremost Dairies 

|oii\ J. \ vssn to sales pn motion 
manager ol Winclx ster - W ostein 
division. Olin Mathieson Chemical 
Corp. 

Lnvvvim | \ iw ic « >m in . Jn to 
vice* president and director of Mi 
Cormick & (To. 

) osi i'u H. S« noi nick to v ue pres- 
ident of public relations and com- 
munications for the California I l K>7- 
I96S World's Fan. 

Boss H. \|ui 1 1 v i si h to v ice pres- 
ident-director of inarki ting for Phil- 
ip Morris H w |o\i s to vice pn si- 
dent-sales 
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► EASIEST CONTEST IN HISTORY 



5 FREE TRIPS TO E 




TWA 



WHAT'S IN IT FOR US? 

We get ten minutes of your time and attention. 
In that time, we can alert you to the unique 
marketing opportunities for you in PARADE. 
Your own answers to this contest will tell you 
why PARADE makes your dollars work harder 
—where you sell goods. 



WHAT'S IN IT FOR YOU? 

A luxurious 12-day trip to Europe for 2— or 1 
of 150 U.S. Savings Bonds worth up to $100! 
More important, you discover how Parade 
Target-Marketing cuts fat from media budgets 
—concentrates dollars where market-size 
concentrates your customers. 



THE ANSWERS! 



Lean, powerful Parade Target-Marketing 
gives you cannonball coverage in the kind of 
markets in which your customers are concen- 
trated. By targeting your markets, you cut the 
fat you get in overweighted, over-rated media 
big on figures, but light on coverage where your 
goods are sold. 

You have 7 ways to buy Parade— but an 
infinite number of ways to use Parade. The 
total Parade 73-market network, "Jumbo", hits 
12 million homes. Studies show 2 adults read 
every copy. Of these 24 million readers, an 
average of 75V< reach each page, say independ- 
ent surveys. Thus, the Parade Jumbo Network 



brings 18 million people to your message. 

Big-city marketers can buy the 20-city 
Big-Top Network, sell 6,650,000 families, 
80'A in Nielsen "A" counties. In 53 other key 
markets, Parade Bandwagon Network brings 
your message to 5,400,000 homes, 2 out of 3 
in Nielsen "B". 

Parade Western Network covers 2 million 
homes in 14 West Coast markets. You can com- 
bine Western with Big-Top or with Bandwagon 
—or buy Jumbo without Western. Just choose 
the Parade network or combination that con- 
centrates your dollars — targets the markets 
where you sell goods! 



THE RULES 



1. Anyone may submit an entry if employed 
by an advertiser or advertising agency using 
national advertising media, and who is in a 
position involving the marketing or advertis- 
ing of goods or services. Employees of Parade 
Publications, Inc., its advertising agency, and 
other media are not eligible, nor are members 
of their families. 

2. Entrants must fill out correctly and mail 
an official entry blank from a Parade adver- 
tisement or one secured from a Parade repre- 
sentative. 

3. Entries must be postmarked by Dec. 31, 
1963, and received by Jan. 7, 1964. 



4. Correct entries will participate in a draw- 
ing conducted by D. L. Blair Corporation, an 
independent judging organization. Judges' 
decisions will be final on all matters relating 
to this offer. Winners will be notified in per- 
son or by mail within 30 days of the close of 
the offer. 

5. Travel prize must be taken on date speci- 
fied. Trip is scheduled to start on March 27, 
1964, and return 12 days thereafter. 

6. All entries become the property of Parade 
Publications, Inc., and none will be returned. 
This offer is subject to all federal, state and 
local regulations. 




THRUM STRONG NEWSPAPER £.ff#l| 

PARADE PUBLICATIONS. INC . 733 THIRD AVE ..Ktl 
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HERE ARE ALL THE ANSWERS! < 



f 





155 PRIZES! 



5 FIRST PRIZES! 

TRIP TO EUROPE FOR 2— ENTIRELY FREE 

Including transportation from your home to New York and back! 

Fly TWA Starstream Intercontinental Jet to Milan, Italy. Then 
enjoy any 1 2-day tour you arrange, for which Parade provides 
$30 per person per day. Return to Rome for flight home. 




«r« ..Ann ™.-,r«. 10 SECOND PRIZES 

150 MORE PRIZES! 30 th.rd pr.zes 



110 FOURTH PRIZES 



$100 Sav 
% 50 Sav 
% 25 Sav 



ngs Bond to each 
ngs Bond to each 
ngs Bond to each 




OFFICIAL 



"TatydzMsrkfing" sweepstakes entry blank 

( check box next to correct answer ) 

1 How many m llion homes does the Parade Jumbo Network reach? 

□ 2 □ 6 □ 12 
2. What percentage of Big-Top Network lies in Nielsen "A ' areas' 

□ 20% □ 40% 55% . 80% 
3 How many mil ion homes does Bandwagon Network cover? 

□ 2.2 □ 3 6 C 5.4 " 8.0 
4. How many million readers does Parade Jumbo Network deliver' 

□ 4 □ 12 24 

5 The only readers who pay off are those who reach your ad. 
How many mi'lions reach your ad in Parade Jumbo Network ' 

□ 8 □ 12 □ 18 



6. How many diiferent ways can you no* buy Parade' 
3 5 7 

7 What is Parade s great e<dus .e d fference f on ot*er red a' 
regional breakdowns city sue only 
choice of Nielsen "A" or "B" concentration 



»00« *««!_ 



8 S »DO»tSS_ 



.S*»"I_ 



MAIL THIS ENTRY BLANK TO: Parade Target-Marketing Sweepstakes, Box 145. New York. N.Y. 10046 
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AGENCIES 



'How the east was won' 



Twin Nebraska video stations promote their three -city market 
by bringing out agency researchers for 'do-it-yourself look 



N 



kbhaskas KOLN-TV, Lincoln, 
and KG1N-TV, its satellite in 
Grand Island, are pulling all the 
stops in a market promotion pro- 
gram which might aptly be posted 
as "How the East Was Won." The 
stations are bringing advertising 
agency market researchers to Ne- 
braska for on-site inspection of the 
Lincoln - Hastings - Kearney market 
because, according to A. James 
Ebel, vice president and general 
manager, the three-city market has 
not been studied in depth by 
agencies. So far, four researchers 
have been treated to the 400-mile 
tour by air and auto. They are 
Helen Johnston of Grey Advertis- 
ing, Lois Yake of Compton Adver- 
tising, Betty Leekncr of Benton & 
Bowles, and Lueian Chimene of J. 
Walter Thompson, all from New 
York City. Although officials of 
competing stations are participating 
in tours of the area, the expenses 
are absorbed entirely by KOLN 
and KG IN. ^ 




LISPT, KOLS-Tl fHT,f%.T\' v./i.-nen. mpr. A. James Ehcl (r) 
discusses market with Arery-Knodel account exec John Flynn 
and llenton S: Howies market researcher Hetty l.nekner 



What makes the listener turn the dial to your FN! station? the happy result of RCA's long background of pioneering 

Quality. And quality alone. Programming at such levels and achievement in the wonderful world of radio, 
virtually demands highest fidelity transmission. To achieve RCA designs and builds its complete line of transmitters 

such standards the unquestioned choice of knowledgeable to accommodate stereophonic signals and an SC. A multi- 
FM stations is RCA's unmatched Direct FM Transmitter. ' plcx subchannel. For complete technical details on an> of 

This system is easiest to tune and holds its adjustment best. RCA's Direct f-M transmitters, see > our RCA Broadcast 

Whatever the power class, you are assured minimum dis- Rcprcscntati\c. Or, write: RCA Broadcast and Television 

tortion and wide frequency response. Such performance is Fquipment, Dept. DC-22. Building 15-5. Camden. VJ. 




AGENCIES 



CLOTHES COMMERCIALS NEED ZIP 

Adman for Phillips-Van Heusen shirts claims the plain modelling 
approach is ineffective for advertising clothes on television 



Clothes can be effectively adver- 
tised on tv. Phillips-Van Heusen 
is a strong supporter of this idea. 
Over the years Phillips- Van Heusen 
has been using tv heavily, both spot 
and net. It is currently running a 
saturation spot campaign in 120 
markets through Grey Advertising. 
The commercials demonstrate 



the wash and wear qualities of its 
shirt lines with surrealistic, but dra- 
matic situations. One commercial 
pictures a young executive emerg- 
ing fully clad from the ocean carry- 
ing a briefcase. He strides into his 
office in midtown Manhattan with 
his shirt dry and wrinkle-free. In 
the evening he is seen leaving the 




To portray wash-wear qualities of shirts, Phillips-Van Heusen used dramatic scenes 
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building and returning to the ocean 
where he disappears again. Another 
commercial uses humerous exag- 
geration to suggest that the subject 
regularly launders his shirt by go- 
ing through the car wash on his 
way to work. 

Dramatic demonstration — al- 
though not necessarily as dramatic 
as the above — is the kev to usinf 
television effectively, says Maurice 
Berger, director of advertising and 
sales promotion for Phillips-Van 
Heusen, Colors and a good fit du 
not show up well on the screen, he 
nays. Therefore, the straight modeh 
ling approach does little for the 
product. "It's terribly difficult to; 
show fashion on tv. It's so much 
more than just showing an outfit 
and saying it's pretty." 

Berger mentioned other Van 
Heusen campaigns that took ad- 
vantage of tv's ability to demon- 
strate. For Century collars a scent 
of someone t\\ isting and turning 
the collar was aired. Afterwards flw 
collar was shown to be just A* fresh 
and neat as before. For Airweave 
shirts the ventilation was demon- 
strated. 

For advertising of the 360 model 
shirt bowlers, fishermen, and golf- 
ers were shown in action. 

The elothing industry as a who** 
has made very light use of the lan 
ilium. Perhaps this is because mdit 
people in the clothing business don't 
know how to use tv, Berger sug 
gests. 

"You have to have a point in 
mind ... a concept of how or win 
people will enjoy the clothing," 1« 
says. 

Phillips-Van Heusen has hrml 
spending, the "major proportion'* ■ 
its ad budget in tv with some Sup- 
plementary print advertising 
Spending in spot tv for the E 
hall of 1962 were §571,200, in P963 
S4S6.200. r 

SPONSBR/ 1 1 IBS 



Maverick manager seen 
'org. man' of future 

Safire predicts rise of hard-driving innovator 

T 



- *Toi> \\ s alert businessman is 
looking .it all his rfl.itt* nis — 
public, fin.iiic i.il. personnel, stock- 
holder, eninnuinit\ , <4<n eminent, 

C'tC - .. .111(1 WUIldertUg il tOO llllicll 

concern with those re cent relations 
on his p.iyroll hits not spawned a 
new kind of nepotism." 

So states William Safire. head of 
his own New York public relations 
firm, in the lead article in the cur- 
rent issue of The Public Ih'hilhni.s 
[hturtcriy. This "maverick mana- 
ger is n "hard-driving innovator 
u ho believes in using communica- 
tions to affect publics rather than 
mereK to react to and defend 
against outside pressures, he con- 
tinues. The rise of this type of busi- 
nessman niav soon oust the "Orgmii- 
zation Man ' from top executive 
circles. 

Instead of the (unctions now de- 
fined in business communications 
programs, Safire envisions "mis- 
sions." which would surround a 
problem and focus on it all the abil- 
ities of a company's stafF spec ialists. 
Commanding them would be a 
"communications generalist." a man 
familiar with the tools of the spe- 
cialists and with the know-how to 
lead them in a group to solve busi- 
ness problems. 

The same issue includes an article 
by Irwin K. Tevcn, vice president 
of The Public Relations Hoard. Chi- 
cago, lie outlines some of the steps 
public relations practitioners can 
take to deal with "difficult" clients. 
I Ie ad\ ocates and defines a "bed- 
side maimer that smooths the wav 
when irrational behavior occurs on 
the client's part, and suunests more 
effective communication between 
counselor and client, frequent anal- 
> sis of the direction of a program, 
and stressing the croup concept, 
which he feels is an agency's real 
strength. 

Public relations education suffers 
from some severe shortcomings. 
s «i\ s John Marston. assistant dean, 



College of Communication \rts at 
Michigan State I' , in his article on 
academic training lor public rela- 
tions, lie feels the most pressing 
needs are lor (I) a complete bibli- 
ography, (2) more thorough and 
more critical ease studies. (3) a 
basic film about public- relations to 
replace one 15 \ ears old, ( I) better 
research into e\ aluating results. (5) 
estahlishuicnt of the ethical basis of 
public relations in a democrat > . ^ 



Oswald to executive 
vice president at GMB 

( ieorue ( C Kw aid h is I m < n u mu <l 
exec lit i\ < ' \ H c po sidi nt of ( .< \ ( r 
\|ore\ , liall.ird, su< < . < dm ' Hit It ml 
J. I'arric ker who h< Id tlx post I >r 
three \ e.n s pi i< ii ii his < Is (.that 
last Jainiai \ as pi esid< nt ol tli< 
ageiu \ . 

Shoi tl\ after I u 1 1< k« r took ■ »\ < r 
the Ik lm, ( )sw aid w as n.itin d s. hk >r 
\ iee president .i« < onnt m.ina e 
uieiit. w ith respoiisibilit\ 1< i <i"« nt \ 
relationship with all its «!n nts I le 
continues this respoiisil >i!il\ as ex- 
ecutive \ iet president. 

W ith the auenc \ sine < l i bru u \ 
I *)fi I , Oswald first started as senior 
\ ice president with main responsi- 
bility lor the estabhslun< nt and co- 
ordination of the new er regional 
offices. I Ic has been tit charge of 
this filling-out of the agenc \ s na- 




New powers guide commercial empire 



The sprawling 2fi-acre studio of 
the Alexander Film Co. in Colorado 
Springs lias just been bought b> 
Keith Monroe, president of the out- 
fit for the past si\ > cars, and three 
other financiers: Cortlandt S. Diet- 
ler of Demer; I*. M. Late of .San 
Angelo, Tex.: and J. (). Oleson of 
Sterling, Colo. The latter tlnee 
w ere named directors. In the new 
e\eenti\ e set-up. Dietler is ih air- 
man of the hoard and thief c\- 
ecuthc olficer; Oleson is c\ct nti\ e 
vice president: I -ii 1 1- is \ ice presi- 
dent; ami F. W. Martini; is \ ice 
president and controller. \ll phases 
of Alexander's activities are now 
being broadened, according to 
Miniroe. and a w holl> -ow ned Can- 



adian onhsidi.tr> to he known as 
\le xandcr Film of Canada, Ltd.. 
has been formed, \lc\ander em- 
plos s about '20(1 at this ( ulor.ido 
Springs studio and has staffed s.des 
olfices in New \ork, C hie ago. De- 
troit. St. I^niis. and Nan Juan. It 
maintains rcprescntati\ es in other 
major markets throughout the 
cmnttrs . Alexander has retruth 
completed ts commercials for 
C hevrolet. Phillips ' l>l>," I'outiac. 
\lbcrto-Cul\cr. Kainhler. Hell *c 
I low ell. PI* mouth. Merc urs . Ou.ik - 
er Oats. Keepsake. Sin en-np and 
mans others. Since DM1, it lias 
won some three do/en awards here 
and abroad for the c\< client c of 
its tv enmmerc ial work. 
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AGENCIES 



Agency chiefs in driver's seat 




Checking over fire truck recently purchased by WSJS (Winston-Salem) 
for public service use arc (1-r) Austin Carr, v. p. of Long, Haynes, Car 
Advertising; Bill Porter, president of Porter Advertising; and Chief 
Williams and Chief Hastings of Winston-Salem Fire Dept. 




tional services and has also had 
much to do with development of 
specialized services, such as the 
Food and Grocery Division. He he- 
cam c a memher of the hoard and 
was suhseqnently elected to its ex- 
ecutive committee during his first 
year with GMB. 




Bcn-Dror Oary 



Ben-Dror, Gary, Bach 
named K & E veeps 

The hoard of directors of Kenyon 
6c Ftkhardt have elected Michael 
Ben-Dror, Alfred Gary and Daryl 
Bach vice presidents of the agenc\ . 
Ben-Dror, a senior account ex- 
ecutive, joined K6cF in I960, lie was 
previously associated with Ogilvy, 
Benson & Mather. Gary, who is an 
account executive, began his career 
in 1959. Before that, he was with 
G. M. Basfoid. Copy supervisor 
Daryl Bach, previously copy direc- 
tor of 1 lodge 6c Probandie, Boston, 
joined the agency in 195S. 



- 



NEWS NOTES 



C-E now in Chicago: Effective 1 
January, the 52-ycar-old firm of 
Camphell-Ewald will establish a 
Chicago division through the ac- 
quisition of Hill, Rogers, Mason 6c 
Scott. Ivan Mill, president of the 
Chicago firm will become a senior 
vice president of Camphcll-Ewald 
in charge of the Chicago division. 
Accounts which will be handled 
from that office include Beatrice 
Foods (Meadow Gold dairy pro- 
duets); Universal Foods Corp. 
(Red Star Yeast); Rosarita Mexican 
Foods; Robert A. Johnston (candy 
and cookies); College Inn Food 
Products; D. 11. Baldwin (pianos 
and organs); Edward Mines Lum- 
ber; Northern Illinois Gas" Co.; and 
A ax -Bern Pharmacal (division of 
Wander Co.). 

Car account to Clinton E. Frank: 
Toyota Motor will move from 
Compton to Clinton E. Frank/ 
West Coast this January. The firm 
is ranked 65 among foreign cor- 
porations by Fortune Magazine and 
is the largest automotive manufact- 
urer in the Orient, producing over 
300,000 vehicles annually and dis- 
tributing in 75 countries in addition 
to the U.S. This account is the first 



new one for the agency following 
a recent merger in which Frank 
acquired Tom Lowey & Associates, 
Los Angeles. "Lowe)' has been 
named a senior vice president of 
the new agency and will person- 
ally supervise the Toyota account, 
which plans to expand distribution 
of its "Land Cruiser" into the mid* 
west and southeastern U.S. Plans 
also call for introduction of a 
totally new line of passenger ve- 
hicles soon. With this ambitious: 
program — which includes a "sub- 
stantial increase" of Toyotas $400,- 
000 ad budget in 1963 — company 
wanted a "young, aggressive adver- 
tising agency with people who had 
experience in the marketing of 
automotive products." 

Reciprocal agreement signed; Video 
Pictures Inc. (VPI) and Robert 
Lawrence Productions (Canada) 
Ltd., agreed to mutual deal where- 
by their facilities and personnel will 
be available to each other. VPI will 
represent RLP on Canadian work 
done in the U.S. and, in turn, RLP 
will represent VPI on American 
work done in Canada. The two or- 
ganizations will exchange creative 
viewpoints, philosophies, specific 
market information and experience, 
use of facilities — and where applic- 
able, personnel — for the mutual 
benefit of their companies and their 
clients. 

Insurance firm appoints local agen- 
cy: Tucker Wayne has been named 
to handle the regional advertising 
of the South-Central Home Offices 
of The Prudential Insurance Co. of 
America. Tucker Wayne will b© 
representing Prudentials national 
agency, Reach, MeClinton, which 
does not have a branch office in 
Jacksonville. The South-Central 
Home Office and Reach. McClintflM 
have been represented in Jackson- 
ville by Bacon, Hartman 6c Vol!- 
breeht. Account supervisor will he 
Thomas P. Wright, Tucker WayuB 
senior vice president in charge of 
the Jacksonville office. Other recent 
appointments include Saiigarw 
Flectric Co. to Wuiius-Brandom St. 
Louis; Treasure Cay Developiiiont 
Ltd. to Robert S. TapKnger Assffitfl 
ates for international public rela- 
tions, publicity and promotiw 
Treasure Cay is a real estate 41 
velopment located on Grand Abjispo. 
Island in the Bahamas; Sea Mtmm 
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ol Pittsburgh tti Ketchuin, Mac- 
Leod Ik (.'rem-; Ab a-Traiupiil 
Corp., Chicago, to I Inlt/iiiaii-kaiu 
Ack ertising, Chicago, from Bronuer 
§t Haas, ABC Badio Network to 
Smith-Greenland, from Harris 
Breiluer Advertising, National Cap- 
itol I air Insurance Co. to Krncst 
William Greenfield; National Flax- 
seed Processors Assn., organization 
ol suppliers ol liiirsecd oil to the 
paint industry, to Kcrkcr-Pctersnii, 
Minneapolis. Budget w ill be ap- 
proximately $2(K),(KH) a year for the 
next five years; Wisconsin Finance 
Corp. to Cooper, Strock cc Seannell; 
The Black and Decker Mamilaetur- 
ing Co., consinner products divi- 
sion, to the SCI Division of Com- 
munications Affiliates. 

Budget to La\ cuson: Budget Bent- 
a-Car of New York City, has named 
the Lavenson Bureau ol Advertis- 
ing of New York and Philadelphia, 
as its advertising agency. The firm, 
now operating in KM) locations Iroin 
coast-to-coast, opens its New \ ork 
olfices ill 902 Second Wenue on IS 
November. It olfers a full line of 
rental cars. Both compact and full 
si/e. 

Two new ones for Crant: Grant 
Advertising, Ltd., has boon named 
named to handle Sahena Belgian 
World Airlines throughout the 
United Kingdom and Hire. This is 
the first major account to be ac- 
quired by Crant since 1 .. B. Simple- 
ton, Ltd., merged with Grant Ad- 
vertising, Ltd., on 1 September. 
Grant's Durban, South Alrica, office 
also picked up a new account, this 
liring Corn Products Bcfining Co., 
(5.A.) (Pty) Ltd. The agency will 
handle the advertising for Kaiorr- 
Swiss Instant Cubes. 



on merges Haw aiian ( nil: 
i The New York agency. ueiieralb 
ranked 10th among agencies with 
international billings, has made its 
latest expansion in Hawaii. Coinp- 
toi) purchased a substantial interest 
|in Len Carey, Inc., Honolulu. The 
name of the agency will be changed 
to Conipton-Carey, Inc.. with Care\ 
remaining its president and heeoni- 
jtt\Sl a v ice president in Comptuu. 

New Seattle shop; 1 larr\ S Pear- 
son Advertisinc has opened its 
doors in the Seaboard Building 
Principals are 11am and Sally 
Pearson, who recent lv resigned 



lioin Hiehard B I Ian is .isjem \ 
there. Several accounts mo\ed with 
them, iut-hiding Northern (.onsnh 
dated Airlines, \laska Coastal Fl 
lis A n lines, Fderei ( -orp . I inw i si 
tv Bookstore, Western Optical 1 )is 
pens. n \ , Farmers Mutual lnsm 
anee, I larinon Cabinets, South 
Taeoina Motor Co., and Bearing 
Sales Cv Service. The Pearsons 
originally had their own Seattle 
agene\ in 19 I", later in 19.~> I m- 
eorporating it as the McCarthy Co. 
of Washington in affiliation with 
the I .os Aiigele.s-hasod firm ol that 
name. They then lef t MtCarths in 
June, 1903. The nine clients ino\ ing 
with them have remained constant 
throughout all the moves. 



B( \C expamls: Sail I i mi im < > 
liesed Botsfortl ( olist.ilitllie t\ 
( '.irdn< i has opened ,i folk stalled 
Los \ngeles oilier .it 1717 North 
I Ilghlalld \veune, with new 1\ - .ip 
pointed \ p. 1 l.u i \ Boe m charge 
lie had held the s.une position m 
1 .os Vngeles for Seattle b.ised Mill- 
er Mac ka\ , 1 loet k cS: I l.irtuii", 
w hieh recent l\ merged with Ml 
( \iini- Krickson on the mast This 
latest expansion makes B( "\( ' one 
of the few coast ageiu ics with 
olliees in Seattle, Portland. S.m 
Francisco, .mil Los \ngeles. A sub- 
snli. u\ , Botsfonl ( .diistaiitine In- 
ternational, has an oilier in Tokvo, 
plus affiliates in major cities 
throughout the world. In the east. 





KRLD-TV could well 
be the keystone of your 
advertising expenditure budget For 
not only can we tailor a schedule 
to your specific requirements, but 
we can also get your message 
to Texas* most informed, best 
entertained — most discriminating — 
television audience 
Find out for yourself. 
See your ADVERTISING TIME 
SALES representative. 



CHANNEL 4. DALLAS FORT WORTH [ j*-$ -jfv 



THE DALLAS TIMES HERALD STATION 



CL*DE v. RlMBtRT Preside 
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BC&G accounts are serviced by the 
recently formed Botsford/dc Gar- 
mo in New York. Only last June, 
BC&G absorbed Gappy Kicks 6c 
Associates in Seattle, adding $1 
million to its billings, now totaling 
around $10 million. 

Words and music . . . and pictures: 
Selling Thru Sound Inc., now in 
the radio and tv commercial field, 
has changed its name to Sonny 
J laves Productions, Inc. Offices re- 
main at 141 East 55th Street, New 
York, New York. 

Business perks at Sarra: The tv film 
commercial company that has un- 
dergone a revitalization program 
in the past several months, has 
turned out in the last few weeks 
commercials for eight new clients 
representing as many different 
kinds of products. Among the Sarra- 
produeed spots is a one-minute 
commercial for General Tires Silent 
Safety snow tires, which starred 
comedy actor Paul Ford. DA rev is 
the agency. Using the stop-motion 
technique are Dubonnet, through 
Norman, Craig & Kummel, Beads 



O'Bleaeh, via Edward II. Weiss. 
Other new Sarra clients are Win- 
ston cigarettes, (Esty); Jergcns Lo- 
tion (Cunningham & Walsh); Mill- 
brook Bread (MeCann-Erickson); 
Hills Bros. Coffee (Ayer), and Dris- 
tan (Gumbinncr). 

New Wade affiliates: The Chris- 
tiansen Advertising Agency, Chi- 
cago, will affiliate with Wade Ad- 
vertising on the first of the year. 
11. E. Christiansen will join the 
latter as vice president, bringing 
with him the Consolidated Papers 
and Outboard Boating Clubs of 
America accounts. 

New York agencies combine: Kam- 
eny Associates and Doynow-Stone 
have merged. Kameny Associates 
will be the name retained and 
merged firm will locate at Kameny's 
present offices at 35 West 45th 
Street. All key personnel of the 
Doynow-Stone firm will join the 
Kameny staff. With the Doynow 
billings, mostly in housewares, 
hardware, and home furnishings 
clients, Kameny Associates now 
bills in excess of $5 million. 




AVE RADIO AND TV 




IN VARIABLY 
FFECTIVE 

BOTH REPRESENTED BY THE KATZ AGENCY 

(Antique type from the Robinson-Pforzhcimcr Collection.) 







NEWSMAKERS 

Robin Jordan to vice president at 
Robert Otto-Intam. 

Tal Ripps to research project su- 
pervisor of Kenyon & Eekhardt. Jo- 
seph T. Fitzgerald to art director- 
producer. Both were with Dancer- 
Fitzgerald-Sample. 

S. J. Radzwiller to senior vice- 
president of Ted Bates. 

Victor A. Bennett to chairman 
of Marketing, Advertising, Public 
Relations and Related Service Com- 
mittee of the British-American' 
Chamber of Commerce, replacing 
Commander Edward Whitehead of 
Schwcppcs. Bennett is chairman of 
Pritchard, Wood. 

Jack Rellis, Jr. to director of 
commercial production and visual 
communications for D. P. Brother. 
Richard E. Randall to associate di- 
rector of the radio and television de- 
partment. 

John Shaw to account executive 
for Fuller & Smith & Ross. He Wm 
vice president in charge of market- 
ing for Bon Ami. 

Robert Dusek, Leonard B. Gar- 
bi.n and Thomas G. Hacan to viei 
presidents at Maxon. 

H. Drew Flecal to director of 
marketing for Daniel F. Sullivan. 
He was director of advertising and; 
public relations at Ocean Spray 
Cranberries. 

J. Russell McElwee, Jr. to ac- 
count executive with the Charlotte 
office of Cargill, Wilson and Acre*. 
Previously, he was director of Ideal 
and regional sales for WSOC-TV, 
Charlotte. 

Benson R. Bieley to vice pn?#J 
dent at Compton. 

Stevens P. Jackson to executive 
vice president at Mctlis & Lcbow. 

Joseph L. Koster, Jr. to account 
executive at J. M. Mathes. 

Donald D. Johnstone to director 
of marketing and research at Bauer- , 
Tripp-Folcy, Philadelphia. He was 
formerly with Ted Bates. 

John W. Angus, Jr. to account 
executive at Foote, Cone & Beldiug. | 
He was previously president of the 
Dolcin Corp. 

Paul R. Boss to business managei 
of the radio and television depart 
mcnt of Batten, Barton, Durstiue & 
Osborn. He was adminfstrativt 
manager of tv network sales m 
NBC. 
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puzzle: 



Rosetta Stone, a part-time employee in 
YVM AL's Ilookkoepi ng Department, took 
1 coke break at her desk one afternoon. 
Unfortunately, the coke spilled, drench- 
ing some figures she had been working 
on. When it was discovered that the sod- 
den leftover constituted the only written 
record of an important transaction, it 
fell to John Curtin, Financial Account- 
ant and Hilling Certifier, to provide a 
solution. Reading between the drops, he 
was able to decipher the following: y 
Can you help him reconstruct this prob- 
lem in long division so we can get back 
on our regular billing schedule? Cries 
of delight and a small material reward 
will come your way. 

* * * # $ * 

Solve client problems with a daytime 
spot program on WMAL-TV, where 
ever 11 day is ladies' day. Information, 
news, special features, quiz shows — 
beamed toward the gals who do the 
buying. Harrington. Right er & Parsons, 
Inc. can gii'e yon the latest dope. 

Puzzle adaptation courtesy Dover Publications, 
New York, X. V. 10014 

Address answers to: Puzzle ^90, WMAL-TV, 
Washington, D. C. 20008 



wmal-tv ® 



Evening Star Broadcaslinq Company 
WASHINGTON. D. C. 




* Ok. If* Mr £7« V« t c- kno /• gy> t / j I 

Huwfrali @f d II * 4u- few?*- *j # r f A <-d 

%n Spa 9 oroMiti \ /* H * % „■ $ p. &t*f 

hit to ma A e «f <r<®j&y for y kj f*j &qJ <■ t& & 



Represented by: HARRINGTON, RIG t ITER & P ARSONS, Inc. 
Affiliated with V.'MAL and WMAL-FM, Washington. D. C; WSVA-TV and V.'SVA. Harrisonburg, Va. 
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Unusual response to video is reported by Victor Turner, Bruning's advertising manager 



THE CHARLES BRUNING COMPANY 
BRINGS YOU CHICAGO BEARS FOOTBALL 

see the BRUNING COPYTRON in action during 
the Chicago Bears preseason football games 

f>> 



CHICAGO vs. NEW YORK 
CHICAGO vs. WASHINGTON 



CHICAGO vs. GREEN BAY 
CHICAGO vs. ST. LOUIS 
CHICAGO vs. BALTIMORE 




WBBM-TV gave support to Bruning sponsorship and football games via newspapers 

1 1 



TV MEDIA 

Tv bougf 

Spots for Copytron f\ 

Twknyy Y'tAm ago, business prod- 
net lfianufacturers began buying', 
advertisements in national consum- 
er magazines like Time. The idei 
was to use these publications to 
reach a broad, new horizontal mar- 
ket for their products. Today, there 
is a tendency for these manufactur- 
ers to look at television in the sante 
wny. 

That's how Victor Turner, advepJ 
tising manager. Charles Bruning 
Company, Inc., Mount ProspeelJ 
111., explains the reasons underlying 
his firm's use of television spelts 
during August and September id 
promote the Bruning Copytron,. a 
new, dry electrostatic office copter 
introduced in November, 1962. 

"We received an unusually high 
number of comments from prm> 
pects and customers to a degree 
never before attained," Turner surftf 
up the results of Bruning's initM 
television exposure, "These com- 
ments have led us to believe tftii 
our television messages made CQfi; 
siderable impact." 

Three different one-minute spo 
were taped in New York throng! 
account executive John Cole I 
Buchen Advertising, Inc., Chicago 
Commercials were broadcast dip 
ing August and early September tt 
Philadelphia, Chicago and §M 
Francisco. 

WCAU-TY, Philadelphia, am 
WBBM-TV, Chicago, showed tlx, 
spots an average of four times din- 
ing each of tie* pie-season gartte 
played by the National Professioraa 
Football League Faglos and Both 
respectively. In San Francisco, edtfl 
incrcials ran six times a week f® 
four weeks on KPIX-TYs Cr.OOm 
news slum - . Six additional spots ap 
peared during the first week of Sed 
tembcr on news and documents* 
shows broadcast by WBKB-'P* 
Chicago. 
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sell the office manager 



'hiladelphia, Chicago, and San Francisco to reach select prospects 



The st.it ic mis cooperated with 
Hfuning in inerchandKiiig the emu- 
'nvcreials. \\ CAl'-'l V, lor ex nuple. 
Helped conduct .1 Copv Iron open 
house wliicli leatnred the appear- 
t'.nicc of Tom Hrookshire and other 
Philadelphia Kagle football stars. 
WHHM-TV ran a new spa per ad 
Iiromoting Hruning s sponsorship of 
lie Hear football games. Bruiting 
nade copies ol the ad on its Copy- 
ron and mailed them out to cus- 
oiners and prospects. In addition, 
J lit" firm promoted the television 
' onunereials internally throimh in- 
| ef-office bulletins, bulletin boards 
uid its company house organ. 

tntlmiiieer in demonstrator 

The most effective commercial 
howed an announcer feeding 
fleets of papers into the Copytron. 
U fifties emerging from the machine 
I Jicn appeared close-up with adver- 
isiirg messages such as: "tliis is 
op\ Iron," "makes copies fast, dr> , 
harp," and "2'-0 a copy." 
"('est per copy is much les.s than 
ffft ol any existing general-purpose 
op\ inu machine," Mrimim; s ad 
Villager points out. "If a sufficient 
umber of copies are produced, the 
ptSal cost of the machine becomes 
I must incidental. For this reason. 
Vre is a \er\ wide market for 
ofn tron," 

Television was conceived as a 
ay to tap this broad market. "We 
• course realized that many people 
atchinu television were not pros- 
'cts for the Copv tron," explains 
urner. "Hut we felt that tele\ ision 
on Id have tremendous impact on 
w prospects w e did reach." 

i hen you have a business prod- 
't and want to reach a business 
uspcet. what kind of tele\ isiou 
ograms do \ on c house-' 
"There is nothing comparable to 
vertical business publication in 







The Copytron machine itself, as well 
as material produced by it. are tea 
tured in the Bruning tv commercials 



television, sav s 1 inner Tin < >nk 
w av to be selective is to (house .1 
program that it is ielt will rea( li the 
greatest number ol inlluenti.il nn'ii 
of professional or management 
status v\ ho b.iv e some sav so on 
business product purchases. Sports, 
new s .uid special doennu ntarv pro 
grains seem to be the best tv pes ol 
programs lor this purpose " 

"(,'ost, of course, is the major ob- 
stacle for manv business produt t 
manufacturers." Turner adds. "Kveu 
tin iinib cost per I .IKK) is reasonable, 
the v erv si/e of the andieiiee is so 
Urcat that vim must have a soap or 
Uasoline-tv pe budget to be able to 
bin 

B ratling's entrv into television 
closelv parallels the success of 
Xerox, which moved into network 
telev ision 

Like many companies entering a 
new advertising medium for the 
first time. Hriuirng hoped to be able 
to measure results as preciselv as 
possible. \ telephone number in 
serted at the end of each c onnner- 
cial failed, however, to achieve this 
purpose. The conclusion was that 
potential prospec ts piohablv made 
a note to « all Brnnini* the follow mi; 
week rather than leave tin tele- 
vision set in the middle of a football 
Uaine to call a number which thev 
could uiu ss w as onlv an answ < run; 
serv ice. 

If /// step up tv next > ear 

" The desire to measure is stronu 
Turner concludes, but |nst plain 
good iiid^meiit and » oimnon m use 
are the onlv thin Us \ on i < dlv 1 1 1 v e 
to go bv We were pl< as intlv vnr 
prised at the iiiunlx r < f e omit nts 
we received and b< h< ve tin ir sheer 
iptautitv is significant \s a r« Milt, 
we feel w e will tr\ to pronn t< liu 
tin r use' o| t» lev is inn in n< xt v . ar > 
budget ^ 
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TV MEDIA 

Color tv has arrived 
as a major influence 

Weight of set-owners opinion now helps decide 
advertising and programing: RCA's Williams 



Color television' has arrived as an 
influence in advertising and pro- 
graming, as recently demonstrated 
by a comprehensive survey which 
showed color set owners expressing 
a definite preference for color pro- 
grams, says Jack M. Williams, ad- 
vertising-sales promotion v.p. for 
RCA Sales Corp. 

He adds that although their vote 
in some instances conflicted with 
the opinion expressed by the ma- 
jority of black-and-white set owners 
who help establish tv viewer rat- 
ings, "it may be sooner than some 
expect before the weight of color 
tv owners will help decide not only 
the colorization of a program, but 
the type of program as well." 
Speaking before the Phoenix Ad- 



vertising Club last week, Williams 
also predicted that a new measure- 
ment of color tv's influence in the 
marketplace will be needed. Point- 
ing to the increase in multiple set 
tv homes, he said a comparison of 
color set sales against total tv sales 
"is no longer an accurate reflection 
of color television's importance as 
a promotional and advertising me- 
dium." 

Williams stressed that color tv 
has broken out of the higher eco- 
nomic levels and broadened its ap- 
peal to the "average" consumers 
who were the prime force behind 
the mass market evolution of b-&-w 
tv. Consumers in the middle and 
lower economic brackets, formerly 
hesitant in buying color, now rep- 



Modernization planned for WWJ-TV 




A S 1.2 million modernization program for WWJ-TV (The Detroit News) 
studio control facilities are examined by (l-r) Allen G. Sanderson, chief 
engineer; Edgar J. Love, engineering manager; James Schiavonc, gen. 
mgr. of WW J stations; Franklin G. Sisson, WWJ-TV station manager 



( 



resent nearly 707c of the potential, 
color tv market, he added. 

He said a recent color tv survey 
showed that Among consumers indi- 
cating their next tv receiver would 
be a color set, the combination of 
"average" and "below average" eco= 
nomic levels amounted to 66.3%. 
"Of added significance," Williams 
said, "is the previous finding that 
60% of the color set owners werfe 
concentrated in the higher income 
levels, with the remainder falling 
into the lower economic categor- 
ies. 

Williams, meantime, also said he 
foresees color tv set sales gaining 
even more momentum next yCfia 
from its current sharp upsurge SndJ 
in 1965, surpassing the Sl-bil 
annual retail going rate of the b-6c-\v 
receiver industry. Pointing out 1 
the color receiver market will 
achieve a retail sales rate of OfSS 
$450 million this year, he predicted 
it will increase to at least S750 i 
lion in 1964. #*( 



Merchandising has own 
showcase on L. A. tv 

KCOP-TV, Los Angeles, has CoMI 
up with a unique way to enhance ft. 
image in both the agency and con 
sumer eye. 

It's a new weekly program whiel 
debuted 8 November (11 a.m. 
called Mr. Merchandising and fea 
turing the station's own mcrciapl 
dising manager David Schwartz 
Basically, it is a public service pro 
gram to discuss general connnodi 
ties to help the viewer with shop 
ping decisions. Each week Sehwnrt: 
will feature prominent prodtw 
manufacturers, food brokers, dfc 
tributors, and other businessmen I 
They will focus on both new and e\ 
isting items and explore their valft<] 
competitive advantages, avail* 
ity, and how the products bear 0! 
the everyday living of consumer* 

Premiere program guests include 
Gordon Trask of United .Motor id 
vice division of General Moteil 
Galen Huff, service manager XJ^OT 
Motor Service division of CM, wb 
discussed automobile batterta 
their maintenance, and the prpl' 
lems attached to their function i 
cars; and Lou PritchaaL distrtt 
sales manager for Butternut GoW 
who discussed coffee price strut 
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GOING ATOP THE 
WORLD'S TALLEST TOWER 



ture, (lie produt lion ul cnlhv, and 
tlic ipialitv n| \ arious l\ pis ol eol- 
fee. 

IRTS picks Goldenson 
tor '64 Gold Medal 

President ol American Broadcast* 
ijnZ 1 'ai .in it 11 tut Theaters I .euuard 
1 1. ( ioldeiison was tin* unanimous 
c li o i c e I o r 
recipient of 
t lie Interna- 
tional Radio 
and Television 
Societvs 1 96 1 
Cold Medal a- 
Ward. Institut- 
ed in I960, the 
I UTS Cold 
Medal is pre- 
C.oldcusoii scnted annual- 

H in reeoiMiition ol outstanding 
'oiitribution to broadcasting and 
iroadeast advertising. First reeipi- 
ii t was Briy. Ceii. David Sarnoff. 
anird cluiirtnan of the Badio Corp. 
■ America. The 1961 medal was 
liven jointh to President John F. 
eiined) and lonuer Vice Presi- 
leiit Biehard M. Nixon for their 
Oadiness to participate in the 
Great Debates." President of the 
ohnnbia Broadcasting System, Dr. 
rank Stanton, won the 1 962 Cold 
ind the 1963 award was 
;iven to Bob Nope. Coldenson will 
eceive the Cold Medal at a prescn- 
'tioii diiriim IBTS's 21th anniver- 
ary han(|iiet on -I March at the 
Valdorl- Astoria. 




Stallworth is sta. mgr. 
or WJBF in Atlanta 

ih1on<4 recent promotions announ- 
cd b> WJBF. Atlanta, are Asa 
falhvorth. Jr. to station mana<*er. 

Stall w o r t h. 
who joined the 
station in 1957. 
worked previ- 
ously with the 
I lotpoint div is- 
ion of Ceneral 
Flee trie. For 
the past two 
a n d a half 
years he has 
Stallworth been yen era 1 

les manager. He replaces Thomas 
fieniiesy, who vv ill become as- 
•ciated with Claussen's Bakeries, 
trt of Fuipia Industries. John 
nVeck, appointed local sales man- 
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WBIR-TV'S 

NEW 

HELICAL ANTENNA 




This new Helical ontenno is shown being hoisted 
to the top of the World's Tallest Tower. It is now 
in place and will soan begin broodcosting the powerful Chonnel 1 0 
signal from a height of 3049 feet above sea level. This antenna hos 
a gain of 8.6 — it is about 70 feet in length and weighs approxi- 
mately 7500 pounds. It is designed to extend the ongle af radiation 
in such o woy os to fill in the valleys with a maximum signol. 

For maximum coverage in the Knoxville 
areo, place your advertising an WEIR-TV, 
Chonnel 10, represented nationally by 
Avery-Knodel. 

Affiliated Stations 




WBIR-TV 




Southeastern 
Broadcasting 
Corporation 



WFBC-TV 

Greenv e S C. 

WMAZ-TV 

Macon, Georgia 



Represented by Avery-Knodel, Inc. 
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FIRST EVERY DAY 

and hero's wliy • . . 

• Exciting Local Programming 

News, music, documentaries that 
actually out-rate network shows. 

• Great TV Personalities 

Hard-selling WSYR-TV personalities, 
"Central New York's greatest sales- 
men," at work from before sun-up 
to signoff. 

• Best Technical Facilities 

First in Central New York with color, 
videotape, completely equipped TV 
center, and the only channel with 
maximum poweratmaximum height. 

• Experience and "Know-How" 

A veteran staff directed by exe- 
cutives averaging more than 20 

• years. 

j • Overwhelming Superiority 

more 




Ctt i». fmit Sft I**- HARRINGTON. RIGHTER k PARSONS 



SfSOT 




p eters, g riffle 
Woodward, i*c. 

250 PARK AVENUE 
NEW YORK 17, N. Y. 



agcr. lias l>ecn with WjBF since 
195-4 as announcer, production 
manager and operations manager. 

Over $8 mil. to ABC 
in 2-wk. sales period 

ABC TV announced at weeks end 
that it has racked up over SS mil- 
lion in 'new and renewed business 
in a span of about two weeks. One 
ol the major new buys was by Nor- 
wich Pharmaeal, through Benton k 
Bowles, which expressed its faith 
iu the Jerry I^ewis Show by increas- 
ing its sponsorship in it. Xorwich 
also signed for Chaniiing, Arrest L~ 
Trial, Breaking Point. Wagon 
Train, Fugitive and Outer Limits. 

Other new buys were for first 
quarter, by: Block Drug (Grey) 
for Wagon Train, Fugitive, and 
Ihtrke's Laic, plus renewal of 
Price Is Riglit; Union Carbide 
Wagon Train, Breaking Point, 
(Wm. Esty) for Arrest t~ Trial, 
Combat, Fugitive, and Mcilale's 
Navy; Shiek Safety Hazor (Comp- 
ton), for Combat and Outer Limits; 
Beecham (Kenyon & Eckhart) for 
Outer Limits and Wagon Train; 
and, for fourth quarter, Gillette 
(Maxon) for Arrest & Trial, Outer 
Limits, Wagon Train, and Burke's 
Law. 

Benewing were: American To- 
bacco (SSCB), major sponsor in 
the Jimmy Dean SIiow, which 
bought into it again; Brown & Wil- 
liamson Tobacco (Bates) for 
Cliaiiniug; Kaiser Jeep Corp. (Nor- 
man, Craig & Kummel) for Great- 
est Show on Earth; and Procter 6; 
Gamble ( B&B) for Burke's Law. 

In addition, Beech-Nut Bain 
Foods (B&B) signed to sponsor an 
ABC News Reports half-hour spe- 
cial on the Fischer Quintuplets next 
Sunday (17). 



NEWS NOTES 

NBC aids civ: NBC has contributed 
$250,000 to Community Television 
of Southern California to aid in tiu* 
construction of a uhf educational 
tv station in Los Angeles. 

ABC repping Syrian tv: Through an 
agreement with Teleorient of Le- 
hanon, ABC International will act 
as sales representative and program 
purchasing agent for S\rian Arahic 



IS 



Television. Flagship station of SAT 
is in Damascus, with repeaters ijr 
Horns, Sarovkhjch, and Cheisch» 
Daher. Syria has approximately 
30,000 tv sets, each viewed by an 
average of six people. Syria is the 
21st nation with an ABC station. 

Good customer: During the week ©f 
IS October, ABC International tM 
evision's program department p;ur~ 
chased $750,000 worth of programs 
for use by ABC Worldvision sta- 
tions in Australia, Argentina, Bfirw 
El Salvador, the Central American 
Tv Network, and the Philippines. 

Commercial popularity poll: Thte 
September, Schwerin Research 
asked 579 people their likes and 
dislikes among the commercials 
then running in New York, rcnlifilL 
ing that there is no necessary corre- 
lation between a commercial's ap- 
peal or popularity and its selling 
persuasiveness. Schwerin revealed 
the ten most popular to be; AIM 
Seltzer, Ballanthie, Chevrolet, Gra- 
vy Train. Hawaiian Punch, Ivor* 
Snow, Oreo Cookies, Piel's, ScHitj 
and Star-Kist Tuna. Both men agi 
women liked Bob and Bay's comjf 
creation (Bert and Harry Piel) best 
and women also liked Star-Kfit 
Least liked commercials were Ac- 
tion Bleach, Anacin, Bayer Aspirfc 
Bufferin, Crest, Dash Detergent 
Exccdrin, 5-Day Deodorant, Salvo 
Secret, and Tide. Women were lew 
enchanted bv Crest; men byAnaCin 



Fla. station sees sales spurt: WESH 
TV, Daytona Beach-Orlando* is ©a 
joying the greatest sales year in fci 
history, with summer business u] 
almost 70% over the previous Sim 
Bier. September was 142% over m 
same month in 1962, and AugM 
was up 117%. The lline-inoirt 
tally: national spot, up 41.3%; 
up 20^: and network, up 34.7^ 
Station attributes this track .fp'£$to 
to increased agency interest in th 
mid-Florida triangle of Buy ten 
Beach-Orlando-Capc Canaveral, 

New dimensions: WNEW-TV. N> 
York, always a heavy adveTtke 
has added extensive outdoor adv* 
tising fat) its fall program promoiiei? 
A total three-month eanifpf 
w hich started 15 October, indridl 
one month usage of 452 lla.il« 
Express panel trucks, with special' 

sponsor! 1 1 'xovf-xuwfc nr«e 



Many 

are claimed 
as readers 



(by the advertising trade press) 



. . . but few do the choosing 



fjy \ < )l (, H of .i-tmriomir.il ft^n r«--. hor^ft fzt'ttmrlru 
I rate- of e\pan-ion. Let- -ee linv* few rcalh do the 
hno-ing. |'o he u 1 1 ra-p»'n«"r< >n \>>u -till can't figure 
»'»re than 2.(MM> national timehu\ er-. I>\ jol> title or 
Jnrti.in. Thi- i-n*t ju%t our opinion. It - the opinion of 
M ahout e\ cr\ tuitioii.il repre-cntati\e. a- well. \\ ;int 
I " add the people vslio c\crci-e -ome drgrw of \njhirncc'." 
[ |'"t >. 1 lii- add- another two t<> four tliou-and. Thu-. in 
rder to uieaMi re up. \ our .id\ crti-ing nui~t take the 
•<*a*ure of roiiuhh 3.(101) people. 

Jo reach the few who do the choo-'mg nm-t \ on Inn 
^e-fipure hox-car circulation 7 No. .">.2'Hi eopir- of 
•o\-on* (more than .">()' » of our lotah go to ap'n< \ 
id ad\erti-rr reader- to timelun er-. other media 
rmnnel. account e\eeuti\r-. plan- hoard meinher-. 
*#arch people, ad manager-, and other- concerned 



with Inning i.idio and t\ \\ <■ don't Inirden -ro\-i ik 
ciri'idat \> m or %t»n with l»ig go|»- of peripheral reader- 
who e\entuall\ nui-t alTn t our editorial content -o tli.it 
it veer- awav from -troim agency adverii-rr i-niph.i-i-. 
We edit -t'i>\-ou It'll' ( for l«u\ > r- no! for -eller-. \\ >• 
do it w ith new -. We do it with (calm i- We d< > it with 
"how-to-. We do it with think pin c-. We do ml Jo 
it w ith numht'r*. 

' ABC Audit June 30. 196 J 
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Buyer and Seller 
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CROSS-PROMO SPARKLES 



i'4 



Pittsburgh tv station, \VIIC, 
recently conducted their an- 
nual parade and fireworks dis- 
play promotion that this year 
drew an unprecedented 350,- 
000 people to the downtown 
area. It was a cooperative 
effort to salute the special 
"Shop Downtown" sales proj- 
ect of the Golden Triangle 
Association, Pittsburgh's group 
of downtown merchants, plus 
the Pittsburgh Community 
Fund Drive, and to launch 
the NBC affiliate's fall pro- 
graming schedule. The joint 
promotion between the stores 
and VVIIC, geared to draw a 



crowd to a special three-day 
bargain sales campaign, re- 
sulted in the greatest volume 
of traffic to appear in the Steel 
City's downtown area for 
many years. Object of the pro- 
motion was to convince peo- 
ple who had been doing more 
shopping in the suburbs, that 
it was easier, more conveni- 
ent and less expensive to 
"shop downtown." The stores 
displayed material promoting 
the WIIC parade and fire- 
works display and the tv out- 
let cross-plugged the "shop 
downtown" theme in its on- 
the-air spots. 
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■designed poste rs 10 feet wide by -1 
feet liii^l 1 plugging the Mickey 
Mouse Clul). Ksthuatcs arc that 
each truck poster receives 13,(XX) 
impressions a this - . Other modu in- 
clude bus cards, outdoor one-sheets, 
I newspaper, and on-air promotion. 

Southwest station expands: KWTV, 
[ Oklahoma Cit\, is building a ncu 
72x70-foot studio which will cost 
about $ 130,000 with its complement 
of wholly-transistorized broadcast- 
ing and recording equipment. Sep- 
arate control room and facilities 
»ill be incorporated. The third cle- 
ment in the station's plant program, 
Ijegun in 1933, it will be completed 
in about six mouths. 

Full power play: WHIR-TV. Knox- 
ville, is now operating with full 
power (31(1 k\v ) from its new tall 
lower located 15 miles northeast of 
Know illc. For the past several 
i weeks station has been operating at 
60 ku , while it moved and installed 
the necessary equipment for full 
power operation. Purpose of the 
new pouer was to project the chan- 
nel 10 signal over a wider area, es- 
pecially areas in Tennessee. Ken- 
tucky, Virginia, and Western North 
Carolina. 

Technicolor advance: Technicolor 
reports nine-month net earnings of 
$2, I I 1.91 1, equal to 91c per com- 
mon share, for 1903, against $133.- 
S50 net earnings equal to 16c per 
common share recorded in the same 
'62 period. Consolidated sales for 
the first three quarters of "63 totaled 
357,195.1 IS. compared with $12,- 
389.527 in the similar '62 segment, a 
iain this year of 35^. 

•ollms Radio income up: learnings 
vould have been higher but for 
llaUned investment in new product 
levelopment and improvement, re- 
ports Collins Radio Co. Most ini- 
Hirtant investment area is develop- 
nctrt of comnninication and data 
processing systems. It is expected 
o drain off profits in some measure 
1*1 the end of fiscal 1965. By the 
ud of fiscal '6-1, however, Collins 
"qx v cts there will be about 30 of its 
ottiputcrs in service. Net earnings 
f .13,682,132 or $1.65 per com- 
ion share Were recorded for the 
seal year which ended 2 August. 
>ct sales for the vear were $250,- 
92»S:26, compared with $207,775.- 



037 for fiscal 1962. Comparable 
earnings for 1902, restated to reflet t 
a change in deprot ial ion polu \ 
adopted in 1963. were $3 I77.(KX) or 
$ 1 .56 per common share. 

Columbia's gross jumps: Columbia 
Pictures Corp. reports gross earn 
ings for the fiscal year ended 29 
June. 1963, of about 25 r < greater 
than the comparable figures of 
1961-62. Cross income was $0,299,- 
(XX) in fiscal 1962-'63, against $5,- 
05S,(XX) in the previous \ ear. Net 
income was $2,527,(XX) in' l902-'03. 
compared to $2,212,000 in 1961- 62. 
Per share earning ol common stock 
was $1.17 in 1962- 63, and §1.25 in 
1961 -'62. 

Sponsors set : X BC TV's cover.ige of 
Mary's Thanksgiving Day Parade 
w ill be sponsored by Coodyear Tire 
& Rubber, Food Manulactiircrs. 
Inc. ami Reinco Industries. The 
37th annual parade w ill be tele- 
vised live in color Thursday, 2S 
November (10-11:30 a.m. FST). 
Coodyear's order was placed 
through Young 6c Rubicam; Food 
Manufacturers' through Ted Bates, 
and Reinco's through Webb Assoc. 

NEWSMAKERS 

\i. \h'\\ to regional sales mana- 
ger at WSOC. Charlotte. X. C. 
\1 mi\ iv PiiUH.i \ to local sales man- 
ager there. 

1 j:ov\itn A. Sw \ \so\ to the na- 
tional sales stall of WI1C, Pitts- 
burgh, lie was general sales mana- 
ger of WWTV, Cadillac. Mich. 

P.nmi i..\ Cor to director of con- 
tinuity at WITX, Washington, X. C. 
She was an assistant account execu- 
tive at Fleanor Lambert. 

S \\i Zki.m.w to W est Coast bu- 
reau manager of CBS News, lie was 
formerly new s director of KTLA, 
I .os Angeles. I le succeeds Robert 
Schakne uho returns to Fulltime 
dutv as Latin American correspon- 
dent. 

Jim M \ ] on to production mana- 
ger of WITI, Milwaukee. Co\n\n 
K.wtiMSKi to assistant promotion 
manager. 

I). Tnoxi \s \I111 in to general 
manager of WBKB, Chicago. 

X wcv O'Cowou to director of 
bud nets for CBS Xews. Ai.u \ J \- 
ih.onsky to her pre\ ions post as di- 
rector of cost accounting. 




Long island 



Over 2 million people live on Ixhik 
I > kind - the rich Nas>au-Sufi< Ik 
market. La»t year they .-.pent over 
billion there. 

Tin )/'ri iittii p> >uli nt of S> 
York Citu . . . after all, tH^ «i 
Lon^r Islanders own their own 
homes in 1*1 independent villages: 
7S'< of them work on Lunsr Island. 

Lonjr Islanders believe 111 <> < if 
local radio station. YV II LI . . . the 
<»u station that -er\e-. the Nas- 
sau-Suffolk market be-t ! 

If you want a - d.>t.inti,d share 
of the imh pi ><!<)> Nas>a i-Sllf- 
folk market, you m i--t buy the 
station that Lmtji I -danders li-u n 
to and believe . . . WIILL 
That's irhij >na i<>r at!r<rtistrs i> < 
WlILl c<»\sist< nttit. 
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liarbura Highland, icnmni'i / epresentatii e for Scandinavian Airlines Systems, picks ivinner's 
name in final drawing for Certified Grocers' autumn cruise sweepstakes, with aid from 
George Rauhaus (I) of SAS and William Tarpey, advertising mgr. for Certified Grocers 



RADIO MEDIA 

Spots fill sales valley 

III. grocers' assn. stocks up with radio to hypo off-days at food centers 



Spot radio is filling up the valleys 
in Certified Grocers sales curve. 
"In our business something is need- 
ed to step up trade on the off-days 
at food centers," declares William 
Tarpey, advertising manager of 
Certified Grocers of Illinois, Inc.. 
an organization of more than TOO 
independent grocers in the Chi- 
cagoland area. 

"We have gone to a strong radio 
campaign to supplement our news- 
paper spreads in the weekly food 
sections; and coupled with our pro- 
motion spectaculars, radio has done 
a good job," Tarpey said, adding: 
"Store traffic and sales volume 
have increased on what ordinarily 
are 'slow' days, and business has 
picked up throughout the so-called 
olf-scason. For example. Country's 
Delight milk sales were up last 
summer, reversing the industry 
trend which normally is down dur- 
ing the hot weather when people 
arc on vacation and children arc 
drinking more carbonated bever- 
ages." 

The campaign included SI s - )ot 
commercials a w eek on WMAD, 65 



a week on WBBM-Radio, 30 a 
week on W IND, 2 a week on 
WGN-Radio; pins The Lady and 
the Tiiicr on WBBM, and w eek-end 
Monitor on W'MAQ — a total of 
216 commercials a week. 

Certified food centers had 21.- 
425,230 consumer impressions go- 
ing for them each week, selling 
Ragged) Ann foods and Country's 
Delight milk and bread. 

Dining the w eek of 8-14 Septem- 
ber, the commercials featured Cer- 
tified's Autumn Cruise Sweepstakes 
(Raggedy Ann) with a free Carib- 
hean-Afro-Luropean vacation cruise 
lor two as the prize. Starting from 
Miami aboard the S.S. llanscatie 
of the Hamburg-Atlantic Line, the 
trip included Kingston, Jamaica; 
Virgin Islands; Canary Islands; 
Morocco; Spain; Genoa; Milan (via 
train); Copenhagen; New York; 
and Chicago (via Scandinavian Air- 
line System). This sweepstakes con- 
test was leatuicd again during the 
week of 22-28 September with 
Country s Delight as the sponsor. 

Certified spots throughout Sep- 
tember and October promoted spe- 



cific weekly features including fro- 
zen foods, Raggedy Ann footlt 
and Country's Delight dairy pro! 
duets. The last two weeks of Octo- 
ber featured the Ragged)' Am 
"Luck)' 1 lomemaker" promotioi 
with mink stoles as prizes. 

Certified first appeared on tv iX\ 
I960 when Lee Phillip did Raggedy 
Ann commercials on \\T£BM-TA 
The promotion ran 26 weeks wit] 
15 to 20 spots per week. Country' 
Delight sponsored a one-hour Stnr 
day evening show starring Capttfi) 
Kangaroo on \V BUM-TV in Ml 
and again in 1962. 

Tobias and Olendorf, Chicago, i. 
the agency. 

"Certified uses just about eYfr 
advertising medium, each of whic 
is employed for a specific purp* 
in the overall promotion pattern 
explains William C. Olendtft 
T&O executive vice president. 

"Packaged promotions bui 
around entertainment vehicles tow 
been extremely successful; and b&> 
cd on recent results, radio is Wl 
much in our future plans, 1 
adds. IS 
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's WGN asking 
for boost to 7 SO kw 

Experimental move would permit station to put 
stronger signal into remote rural areas: Quaal 
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Tin broadcasters' bandw .ii.mmi to 
III t the cvilnm on maximum radio 
pow er li.is been Hixcn a powerlul 
[rush Iroin tin- \\('.\ 01 i^ani/ation. 
I. ike \\ l.W , ( iiiiriiin.it i, and kSl .. 
Salt bake Cit\, the Chicago station 
has filed an application with the 
FCC foi an increase in power lroni 
50.000 watts to 750.000 waits on 
an experimental basis. 

\V( A' (720 kilocvclesl is one ol 
the 23 remaining Class 1 - V c lear 
channel stations in the U.S. As ex- 
ecutive vice president Ward 1.. 
Quaal notes, Mexico's six clear 
channel stations all operate with 
poxw-r from 1(X),000 to 5<X).(KX) 
watts. "Cuba and other nations to 
the south are currently broadcast- 
ing at ninbt on U.S. clear channels, 
cuutrary to treaty pro\ isions. This 
seriously damages the signal 
strength of niqhttime radio sen ice 
to rural and small town America. 
Higher power on U.S. clears would 
fwlakc foreign use ol the channels 
Jw attractive," Quaal said. 

\s of last March, there were Sfi 
stations outside the U.S. utilizing 
]Miwer of 150,(X)0 watts or more on 
ImiU and medium w a\ e freiinencies 
153 kc through lfi(K) kc). Sex en of 
'hese stations operate with 500.000 
►vatts, two with 6(X),000. and three 
Mb I,(KK),(KK) watts or one nieua- 
>.vart. The latest count of the trend 
i round the world to use higher and 
n'ldier power above tin* 50,000- wat t 
L'.S, ceiling indicates there are 
,819 such "higher power" opera - 
ious in 60 countries. 

While the use ol higher power 
vill gi\e \\ r..\ a little added priiu- 
ry da\ time coverage." said Quaal, 
it will improve materialb our sig- 
.il strength at night to the wist 
eittote rural areas that depend 
,"le)> upon the service ol clear 
hannel stations for their onb radio 
.sterling." (The proposed boost 
on Id increase WON's signal 
irftiilth approximately four times. 
In its applications, WON aib ised 
W FCC it would commission lead- 
)*4 nni\ ersities in mid-America to 



conduct an ci > 1 1 c iinii stinb to show 
w lu tlii i tin mt lease in pnuti 
would ha\ e an i Meet il .in\ ' >n 
other radio stations within its prim 
ai \ cox l i aise ai ea. 



Japan study pinpoints 
new listening habits 

A marked increase in the iiiunbi i 
ol Japanese people owning both 
radio and t\ sets h is conseipn-iitk 
brought about considerable change 
in that coiiutiA s radio listening 
habits from the da\ s w hen the 
inajoritv w ere radio set owners. To 
pinpoint the shilt. the \11K Radio 
and T\ Culture Heseareh Institute 
(Tok\ oh ecentb conducted a si lrx e\ 
to determine: (11 radio listening con- 
ditions: (2> methods of listening. 0 
expec tations tow aid radio Hesnlts 
are based on ipiestionin-j of 00 
housewives li\ nm in Tokxo. 

It w as lonnd that alxmt one 
third of those- who have both radio 
and t\ sets listen to radio daib . and 
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I I ii li oi fix i i|i s , ',\ii k In ! 1 
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1 1! tliose with i mix i at 1 1 is I \ i i 
time d i\ \ i w i i k In . s w 1 1 1 
both s< Is and In \ 2 i I ih >s« w illi 
radios nub al out i mm d i\ i \t < k 
In I ' w ith bndi si I and In I 'i 
w it h i it ib r.nlio. w lull 51 1 <»l 
tin isi- with In >t 1 1 said t In \ s< Idoni 
listen to radio, and onk ! S ol 
those with radio i niK sax in ^ t In \ 
seldom listen. 

Those having both radio and t\ 
reei i\ i is listen to radio most dur- 
ing the period I nun getting • • | > in 
the morning to breakfast tune, with 
the next high) st pi r i< >d between 
alter-breakfast and Innc h. Those 
having radio sets onb listen to ra- 
dio most between after-snpper ami 
bedtime. 

Checking on the method < >l lis 
tening. N 1 1 K found that SO 0' <- of 
householders listen while 
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Indiana It. gov. beats drum for WFBM 

■■I 




Wearing traditional leopard skin apron while bcatine hats drum for 
WFBM Cordon Pipers at opening of Indiana State Fair in Indianapolis is 
Ind. Ft. Gov. Kichard Jlistinc. Tlie pipers are composed mainh of pro- 
fessional men of Scottish descent who plas the pipes for the fun of it 
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ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

NEW YORK 




Delivers a top morn- 
ing audience at at- 
tractive new rates for 
both one-time and 
multiple spots, as 
well as economical 
part sponsorship. 



HERE'S HOW IT WORKS 

YOU BUY any number of :60 
commercials, for as little as 
$210 (5 x/wk) or $250 for a 
single spot ... or invest in quar- 
ter hour sponsorship for $487 
(end rate). 

YOU GET a most sizable audi- 
ence of both children and 
adults in this 9-9:55 AM, Mon- 
Fri period. 

PLUS the persuasive selling 
power of a live, lively local 
show that was extended from 
30 to 55 minutes literally "by 
popular demand." 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



NEW YORK 



doing other things, with 77.6% of 
those with radios doing other things 
while listening; 50.5% of the radio- 
tv owners listen to the same pro- 
grams, and only 34.5% of the radio- 
only homes; 40% of the two-set 
homes listen to programs of vari- 
ous stations, while this figure jumps 
to 56.9% of those with radios only. 
Among those who said they listen 
to radio while doing other things, 
more said they listen because they 
want to hear specific programs 
rather than without knowing why. 

Programs most heard by house- 
wives having both radio and tv sets 
are news; weather; dramas; practi- 
cal programs for the home; popular 
songs and light musie, in that order. 
The least listened to among house- 
holds having radio only are practi- 
cal programs for the home. 

As expected, it was found that in 
cases where housewives had both 
radio and tv sets, viewing far sur- 
passed listening. But there was a 
closer link between radio and the 
people. About one-third of the 
housewives having both radio and 
tv said they felt "very lonely" if 
there was no radio, with the figure 
rising to over half with the inclu- 
sion of those who said they felt "a 
little lonely." Similarly, the major- 
ity of housewives said they feel it 
"inconvenient" to be without radio. 

Jay Sondheim named to 
gen'l mgr. of WLYH-TV 

Jay B. Sondheim has been named 
general manager of WLYII, the 
Triangle station in Lebanon- Lan- 
caster, Pa. His 
current posi- 
tion of sales 
manager for 
KFRE, Fresno, 
will be filled 
by Keith G. 
D a r c. So n d- 
heim joined 
the station 
group as a 
sales and oper- 
at WLYII, later 
moving to general manager of 
WTYM, Springfield, Mass. He re- 
turned to his Fresno post in 1961. 
Dare came to his present position 
as sales manager of WNBF-TV, 
Binghamton in 1960, having served 
previously as an aeeount executive 
at Ileadley-Bced and the Katz 
Agency. 
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FLORIDA'S 
CHANNEL 



BY THE KATZ AGENCY, 



ORLANDO • DAYTON A * CA:NAVE#'!| 
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"TIMEBUYER'S 

CORNER 



Media people, what they 
arc doing, buying and saying 
11 November 1903 



■ Time Buying & Selling Seminar: Al Pctgcn, 
TB.&SS chairman and director of client rela- 
tions, ARB, reports that, as usual, this Inter- 
national Radio and Television Society project 
in New York is a sell-out. More than 30 appli- 
cants had to be turned away from the current 
series of classes, so IRTS will again sponsor a 
second scries to start shortly after the first of the 
year. (Now aren't you glad the old Corner ad- 
vised you to sign up early?) Speakers for two 
of the sessions have just been announced — 
Robert Ilurlcigh, MBS president, is set for Ses- 
sion Five, Network Basics, and Richard Pink- 
ham, Ted Bates v. p. in charge of media and 
programing, will handle Session Eight, The 
Future is Exciting, For more info on the spring 
series, contact Claude Barrere at IRTS. 




WKIAV.TV ItOl'.NCK CO. NT KM - : Yorkers (l-r) 

Hetty ,Yom«\ Grey ; James O' Grady, Adam Young; Jano 
Cornell, G. M. Basjord; Wuyne Silbersack, bSCX IS; and 
tjm Gay nor, Rust Crajt Hroadrasting ; pose uith prizes. 



■ How High Will It Bounce? contest: WRDW- 
TV (Augusta, Ccorgia) officials started out on a 
bright Georgia morning with eight dozen shiny 
new golf balls, climbed to the top of their shiny 



ROSE-MARIE VITANZA: 

mixing marketing and media 

A member of the staff at Gardner (New 
York) for about a month, media buyer 
Rose-Marie Vitanza endorses the Gard- 
ner thinking, that media plans, including 
objectives, strategy and tactics, arc not 



entities unto themselves, but arc integral 
parts of each brand's marketing plan. 
'Thus," as Rose-Marie puts it," the media 
buyer has available specific statements of 
attainable marketing and research infor- 
mation. Having this knowledge avail- 
able, and using it in buying decisions, 
makes possible accurate translation of 
plans into media schedules which can di- 
rectly contribute to achieving client cor- 
porate objectives." Rose-Marie, now buy- 
ing for American Tobacco's Hoi Tan and 
other cigar products, was a timclmycr 
with Lcnncn 6c Newell for a year-and-a- 
half assigned to the Colgate products, 
Best Foods Corn Products, Savings 
Banks Assoc. of N.Y., and General In- 
surance Co. accounts. A graduate of City 
College of New York, where she majored 
in journalism and minored in advertis- 
ing, she joined the Carl S. Broun agency 
(later Brown & Crane), and after a ten- 
year tenure, left her position as assistant 
media director there to join L&N. A na- 
tive of Brooklyn, Rosc-Maric still lives 
there in the house she was born in, all 
the while professing she loves to travel. 
Reading and the theater are favorite 
pursuits. 




TIMEBUYER'S 
CORNER 



il November 1963 



new 1520 ft. transmitter tower, and started drop- 
uing balls. Six hours later, they had accurately 
measured the best bounce at 124 ft. 1% in. They 
then contacted New York agency people, asked 
them to guess how high a golf ball would 
bounce from that height, promised prizes for 
the best answers. Jane Cornell of G. M. Basford 
won first prize with her guess of 123 ft. 7 in.; 
Wayne Silbersack of SSC&B came in second 
with 122 ft. 8 in,; and Betty Nasse of Grey won 
third prize by guessing 125 ft. 9 in. 

■ KH&C adds media man: Edward A. Fleig 
has joined the media department of Kireher, 
Helton & Collett (Dayton). He was a media 
analyst with Earle Ludgin & Co. (Chicago), was 
formerly associated with MacFarland, Aveyard 
& Co. (Chicago). 

■ Added to D'Arcy staff: Douglas MacMullan 
has joined D'Arcy (New York) as a media super- 
visor. He was with Compton (New York). 

■ C&C announces appointment: Chirurg & 
Cairns has named Jackson L. Parker as director 
of marketing and media for the agency's Boston 
office. He will supervise all ad planning and 
media recommendations, and serve as chair- 
man of the Industrial Plans Board and as a 
member of the Management Review Board. 
Most recently an account exec, and earlier, 
media director, he joined the agency in 1957. 



BREAK OUT THE CRAYONS! 




COLORING CO#f*0: Twosome gelling a kick out of 
WTRF-TV % s {Wheeling, If est Va.) new coloring book 
for lime/buyers is BDDO buyer Wayne Lachman and 
station's artistic messenger Sandra Sardi, who delivered 
the books to timebuyers in seteral New York agencies* 




■ Roanoke test market for Chipnics: Sealtest 
Foods Division of National Dairy Products 
now testing Ghipnics — "the world s first homog- 
enized potato chips" — in Roanoke, Va., using 
radio, tv, and newspapers. New product is being 
introed "with a heavy concentration of ad- 
vertising three to four times greater than 
total ad expenditures for all potato chip brands 
in that market area during 1962." Initial wave 
of the campaign, set to run for 13 weeks, in- 
cludes skeds of minute spots on radio sta- 
tions WDBJ (24 per week) and WROV (18 
per week), plus seven 60-seeond and five 20- 
secortd spots per Week mostly in nighttime on 
WDBJ-TV. Agency is N, W. Ayer (Phfla,). 

B Wedding bells for Pat Condon: Cunningham 
& Walsh (San Francisco) media director Patri- 
cia Condon was recently married to Richard 
Newhall, chemical engineer for M arson Steam- 
ship Lines. Now back from their honeymoon, 
the Newhalls are "at home" to their many 
friends*, at Genoa Place, San Francisco. 

TV BUYING ACTIVITY 

► West Bend Aluminum readying a four-week 
Christmas campaign of daytime and nighttime 
minutes for their Fiesta-Pak ( five-cup pecula- 
tor with four matching thermal cups), Charles 
Might at Gcyer, Morey, Ballard (Chicago) is 
the buyer. 

y Toro MdJUtfaet&fing is developing spot tv 
campaign in some 115 cities for next spring over 
six-week period. Plan is to use weekday nights 
and weekends to reach male audiences during 
height of mower selling season. Buying is 
through CampbeJl-Mithun (Minneapolis). 

f Kitchens of Sara Lee is launching new line of 
frozen Main Courses in 11 trial markets. Media 
supervisor is "Betty Lavaty at North Advertising 
(Chicago). 
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6-COUNTY PULSE REPORT 

KALAMAZOO RETAIL TRADING AREA — SEPTEMBER, 1962 
SHARE OF AUDIENCE— MONDAY-FRIDAY 





WKZO 


Station "B" 


Station "C" 


6 A.M. - 12 NOON 


30 


19 


5 


12 NOON - 6 P.M. 


27 


18 


6 


6 P.M. - MIDNIGHT 


40 


17 


X 



Rdt$n% p* feet! r. are e t:mjrei nty. tub tit i any Jffects 
JiJ m;/ n f s u*(t material anj meth J . &*rj may 
o* ~uy n i bt a ik'jie mtj k*ttntn\$ cf true astJtenai. 



BUT... People Stick to WKZO Radio in 
Kalamazoo and Greater Western Michigan! 

\\ K'/J ) Radio is a station lk.it li*u-ners KiU h onto. The 
6-eounty Pulse of Sept. '62 show- WKZO Kadio out-, oriup 
ail others in 35.S of MtO (|u.irterdionrs -ur\e\ed, and 
winning all hours -ur\ e\ ed both in total li-tenin^ 
and adult listening. 

We ap|)ly this plea-ant sti< k-nm throughout < '.reater 
WV-Htern Michigan, too. Nt s 7>l -how- W K/< » Radio - 
circulation ahead of e\ er> radio ri\ al ni tin- ana. and 
40.4 ' ( greater than all other Kalam.i/oo -tation- < f ml ined 

It's a market worth holding. Sale- Mamu< men i ha- 
predicted tha t Kalaiua/oo al< me will nii^rutt all 
other ['. S. < hie- in personal nieoiiie and retail -alt - 
between I ( >()() and l °<>5. 

Let vour .\\ er\ d\nodel man tell \ oil more r» a-on- win 
\VKX( )'s word i- it- bond! 



5^ Supfrc Wd ep> vv rear, cm uit </ jh / a shm r s >-f> pu 
ti f squ i'e i >u n. 




WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 
Avtty-Knodtt, Inc., ficfuiive Nolionol Btpretenlotivgt 
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RADIO MEDIA 




Alan Henry named v.p. 
mgr. of KLAC, L. A. 

Effective 1 January, Alan 1 Icnry 
will be named vice president and 
general manager of KLAC-AM- 
FM, Los An- 
geles. For the 
past y e a r, 
II e n r y h a i 
been assistant 
to Metromed- 
ia's president 
a n d b o a r d 
chairman. Pri- 
or to joining 
Metromedia, 
Henry Henry was 

general manager of KWK, St. 
Louis for two years. Before that, be 
was general manager of WCKB, 
Radio in Miami Beach, and vice 
president and general manager of 
KXEL, Waterloo-Cedar Rapids, 
Iowa. 



NEWS NOTES 

RAB gains support: The Richmond 
Brothers stations — WMEX, Boston, 
and WPGC, Washington, D. C. be- 
came members of RAB on 1 No- 
vember. "As 1 reeognizc the trends 
of our industry," stated M. Evans 
Richmond, president of the group, 
"it becomes more and more vital 
that the radio industry be repre- 
sented by ratings which are respect- 
ed by agencies and advertisers. I 
believe RAB's current efforts in that 
direction will benefit the entire 
radio industry, and should there- 
fore have its support. For that rea- 
son 1 am joining RAB now and offer 
it my wholehearted support in its 
methodology study of the entire 
radio ratings structure. 

Tennessee broadcaster dies: George 
Reynolds, vice president and tech- 
nical director of WSM, Inc., Nash- 
ville, and a member of the corpora- 
tion's board of directors, died 1 
November of a heart attack, lie had 
served the station since 1928. Rey- 
nolds began his career as operator, 
joined WHAW and then WSM as 
transmitter and studio operator. 
Four years later he became tcchni- 
eal supervisor and in 1912 was el- 
evated to chief engineer, lie was 
named vice president and teelmical 
director in 1950. 



WAME drops lawsuit: WAME 
Broadcasting, Miami, has with- 
drawn its suit against A. C. Niel- 
sen Co. by causing the case to be 
dismissed. The suit, which de- 
manded $250,000 for compensatory 
damages and $1 million for punita- 
tive damages, was brought against 
the researeh company during the 
recent • Washington investigations. 
WAME claimed Nielsen's reports 
were "false, defamatory and libel- 
ous," and that "inaccurate ratings 
cost the station business." A. C. 
Nielsen reports they made no pay- 
ment and entered into no agree- 
ment in connection with the with- 
drawal. 

Stations' revenue paces recovery: 
Macfadden - Bartell's nine - month 
financial statement shows sales and 
profits at a record high. One of the 
principal factors accounting for the 
marked increase was the cash flow 
generated from broadcasting opera- 
tions which amounted to $483,140 
as compared to $156,849 for the 
same period in 1962, an increase of 
208%. The three U.S. stations in the 
broadcasting division are WADO, 
New York; WOKY, Milwaukee; 
KCBQ, San Diego. Consolidated 
net sales for the nine months ended 
30 September amounted to $19,- 
156,715, compared with sales of 
$17,092,336 in the like period a year 
ago, a gain of 12%. Net profit was 
$1,237,163, compared with an ad- 
justed net loss of $402,962 in the 
like nine months of 1962. Per share 
earnings from operations were 77.7 
cents compared to an adjusted loss 
of 21 cents per share last year. 

New slate for state assn.: The Con- 
necticut Broadcasters Assn. recently 
elected new officers at its annual 
meeting held in New Haven. They 
arc: Herbert C. Rice, W ILL, Willi- 
niantic, president; Howard W. 
Masehmeicr, WNHC, New York, 
vice president; Richard P. Reed, 
W1C1I, Norwich, reelected secre- 
tary-treasurer; Marvin Rosenblatt, 
WAVZ, New Haven, elected to the 
new post of assistant secretary- 
treasurer. 

Stereo station sold: John M, Boeder 
bought WGPR (FM). Detroit, full- 
time stereo outlet. Seller was Boss 
Mnlholland. Roeder has assumed 
presidency of the operation, Mar- 



vin James replaced Larry GentlW 
as station manager, George Powell| 
has been named sales manager, an» 
Gary Schmidt is chief engineer. 



Loyalty rewarded: 18 employees Gjf 
the Mutual Broadcasting System 
were honored at the first annual, 
Service Awards dinner of the mm 
work. They received 15, 20, and 15 
year awards from three CxeeutifSH 
of the parent company, 3M. Thoss 
honored were: 25-year awards- 
Gertrude Boher, James J. O'Con 
nor; 20-year awards — James 
Chapman, Robert F. Hurleigh, Ed 
win A. King, Leslie S. Learned 
Walter E. Shaver, and Gordoi 
Shaw; 15-year awards — Lillian J 
Brinkman, Herbert Cutting, Charte 
W. Godwin, Violet L. Hutchinson 
Joseph F. Keating, James A. Me 
Elroy, James J. Mclncrney, FrSfrif 
Miller, Bobcrt \Y. Stankus, ail 
Kenneth T. Trnka. 

Power increase in north: KNIls 
FM, Anchorage, has increased m 
effective radiated power to 3 k« 
Actual transmitter power is now 
kw, opposed to the previous 250 m 
The station has also begun regula 
stereo broadcasting. 



New to stcreoeasting: WRFM, \'e\ 
York, will begin stereocasting on a 
before 1 December. The neeessaa 
equipment has been purchased an 
the station is now building its | 
brarv of stereo music. 



NEWSMAKERS 

Di mvoon Powell to sales rejw 
sentativo for WDBJ, Roanoke. B 
was general manager of WIN*' 
Florence, S. C. 

John E. Mayasich to static 
manager of WDUZ, Green Ba 
Wise. 

|m V.\x Kvhex to broadcast 0 
ordinator of CKLW-AM-FM, D 
troit. 

Cu vnuKs A. La Ma sox to WJ 
PhiJadelphia as manager of odve 
rising and promotion. He was ft 
merly with WRAL, Baltimore in 
similar eopaCity. 

Fn.wcis M. Kauoav to meml 
ship in the Mutual Affiliates A. 
visory Committee. He is the m 
end manager of WOMT, Xhtilit 
wae. Wise. 
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BROADCASTERS' PROMOTION 
ASSOCIATION, INC. 



1963 SEMINAR 

NOVEMBER 17-20 



SAN FRANCISCO 

JACK TAR HOTEL 



■i 



THE ANNUAL B.P.A. SEMINARS 
HAVE BECOME A "MUST" FOR 
ANYONE IN THE BROADCAST 
PROMOTION FIELD 

| Top name broadcast speakers 

Informative work sessions 

I Idea-packed program 

| Sightseeing in San Francisco 
'everybody's favorite city" 





SEND THIS COUPON FOR REGISTRATION INFORMATION 



I 



TO: 



B.P.A. SECRETARY/TREASURER 

215 EAST 49th ST. NEW YORK 17, N.Y. PLaza 2-4255 

PLEASE RUSH ME REGISTRATION AND PROGRAM 
INFORMATION ON THE 1963 B.P.A. SEMINAR. 

(name) 
(company) 



(street address) 



(city, state) 



BROADCASTERS' PROMOTION ASSOCIATION 



MR M n«.\ i I'M,:? 
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SYNDICATION 

Selling called an art, 
not just giving facts 

Digges decries 'technicians' who can't supply 
insight, imagination, intuition for new areas 



Canadian' industry executives got 
some inside information on the 
guiding sales light behind the CBS 
Films operation as Sam Cook Dig- 
ges, administrative vice president of 
the syndication firm and this sea- 
son's president of the IRTS, out- 
lined his theories on "Creativity in 
Selling" at the annual convention 
of the Central Canada Broadcasters 
Assn. in Toronto. 

It was only a decade or so ago 
when most selling was done on a 
personal basis — one individual sell- 
ing to another individual, and quite 
often at a bar, Digges reminded his 
audience. Today most buying is 
done by a committee. The effective 
salesman must be flexible enough to 
change with changing conditions. 
Pointing to the "phenomenal" 
growth of the Canadian economy in 
recent years, Digges urged his 



listeners to be prepared to "share in 
and contribute to it. The opportuni- 
ty to sell is there. The individual or 
the business that builds a better 
mouse trap has a great advantage." 
But, he added, "I doubt that the 
world will beat a path to the door 
of the man who has a better mouse 
trap. People must be told about it, 
and that better mouse trap must be 
sold intelligently and aggressively." 

Because selling is fundamentally 
persuasion, and persuasion is not a 
science but an art, Digges dismissed 
the "technicians" of advertising and 
selling who produce "fact after fact 
after fact." They cannot supply the 
great insight, or imagination, or in- 
tuition that break new ground." 
While the cardinal rule is "Make 
people want to do business with 
you," Digges defined several other 
creative characteristics. 



MacArthur 'Bio' goes in library 




Norfolk mayor Hoy tt. Martin (r) receives Official Films' "Biography" 
segment on Cat. Douglas Mat-Arthur from Robert M. Lambo, president- 
gen, mgr. of WTAH Uadio-Tv Corp. Series is aired by WTAll-TV, and 
the film was requested for inclusion in the MacArthur Memorial Found- 
ation Libran at Norfolk. Presentation was made at City Council meeting 



The creative salesman must know 
his customer's business, calculate 
the customer's best ehance of suc- 
cess, and then help him achieve it 
by the most effective means. "The 
creative person has harnessed his 
imagination. He has disciplined m 
so that every thought, every idea, 
every word he says or puts down, 
makes more vivid, more believable, 
more persuasive the original theme 
he had decided he must convey. 
The creative salesman is one who 
will do his level best to sell even- 

..... ^ 

thing in his list . . . who will sell 
what he has to sell and who will not 
be put off by someone wanting 
something that is not available . . . 
and who has the ingenuity to sell 
the lower rated availabilities along 
with the highest rated." A creative 
man is someone who does not like 
the way things are, and "has enough 
courage and desire to try to make 
something new." 

Digges offered these six criteria 
for the creative salesman: (1) hf 
must know his business, must know 
his goods, must know his "stuff," 
from A to Z, (2) he must master the 
problems of his prospects, so that 
he can see things and talk thirtp 
from their angle, (3) be must he 
sincerely anxious to serve both life 
own concern and his customers, (41 
be must cultivate a winning person- 
ality, (5) he must have faith in his 
firm, (6) he must carry with him at 
all times an atmosphere of cheer- 
fulness, an aura of optimism; hp\ 
must radiate geniality and good 
will, and he must feel that obstacle! 
are "merely spurs to inspire a man 
to demonstrate that he cannot h# 
licked." # 

$1,250,000 to 4 Star 

Four Star Distribution Corp., Ms 
racked up $1,250,000 in sales silW 1 
the beginning of the syndicatOt's 
fiscal year on 1 July. According; to 
vice president and general manager 
Len Firestone, the new sales fOftu 1 
puts the company fiG^e ahead |i 
last year's score at this point in tin 
sales year. 

The sales spurt is attributed, ft 
part to apparent "stockpiling* «t 
syndicated film. Firestone nfltfd 
that stations are buying series witl 
the option of a "long-delayed" start 
ing date. "It's obvious that they &*e 
that good product will he mVSttt 
next season." he said. 



GO 



SPONSOR 1 1 novi- urn R i§& 



Multi-buy of 'Battle* 

Clfficjn I Films Ikik sinned another 
iinilti market adv erliser for its first- 
rim sv ndieated ildttle Line series. 
Chainplin Oil, through 'I'ra cv - 
Locke, Dallas, lias signed to partici- 
pate in each of the V) vvcoklv epi- 
sodes in 15 markets. The ( haniplin 
sales areas are in Oklahoma. Xe- 
hraska. Kansas, Minnesota, lou a, 
and North and South Dakota. 'The 
stations to he used have not v et 
been selected. 

Official recently made a regional 
$idc to Pacific Gas k IChvtrie to 
sponsor Battle Line on seven Cali- 
fornia stations. 



NEWS NOTES 

YVesthampton in Hi/.: Wosthampton 
Film Corp. has acquired 15 post- 
'60 feature films for tv distrihution. 
The buy of films, never seen hefore 
on t\', is part of a program of the 
recently organized distributor to 
acquire and sell first-run U.S. and 
forerun pictures. At the same time. 
Westhampton announced that Ben 
Cnlman. former eastern sales man- 
aye r of Screen Gems, has joined 
its firm as sales manager. 

BfW AA-X sales: Allied \rtists 
Telex ision has added 17 markets for 
HI Cavalcade of the 60s. Group 1. 
Xew sales were made to WFlL-TV, 
Philadelphia; KCTO-TV, Denver," 
WMIC-TY, Xew Haven: KT1IV. 
Tittle Rock; WYES. Vail X 1 ills- 
Vlham. X. V.: \\ FBC-TV, Altoona; 

XTV, San Jose; KAKK-TV. Wieh- 
\Wi WWW-TV. Biughamlon, X. Y.; 
KOIVTY, Portland. Ore.; KFHR- 
I \ . Fresno; Kk'TY. C olorado 
Springs; KW'TV. Oklahoma Citv; 
WLYI1-TV. Lebanon. Pa.; KCIIV, 
mm Bernardino; WkVVTY. Sagi- 
iaw, and KKXD. Fargo, \. D. 

Uodges to star on tv: Cil I lodges, 
iirrenlly manager of the W'ashiim- 
m Senators baseball team, will host 
[ one-hour tv special. Ballad of a 
■ (#ntry. produced by CeofTre\ 
Leiden Assoc.. as the sixth program 
n the Tv Six Par series. 

Hercules' be cots new group: Jo- 
qjh F. Levi no's Embassy Pictures 
\ offering a new "Sons of Hercules" 
iefoge of 13 fulhlength color films 



lor tv. \v ailuhle 1 \ovember, the 
films iii.in be programed as lull- 
length features or as out horn v ( r 
sious lor ' elill-hangt i " re»aps and 
narral iou-ov rr-ilashha< k srqncuers. 
The new series is in addition to the 
original catalogue ol .'15 Iratme 
films Embassy Pictures is ollering 
to tv. The catalogue now totals IS 
leatures. including 31 in color. 

Teh sv nd finds Car: Teles) ud div i- 
sion of the Wrathcr Corp. has been 
granted world - vv ide distribution 
rights to Car 51, Where Are You? 
The st i ies. which consists ol 6'0 
half-hours, was on XBC TV for two 
seasons. 

Xew sales: Four Star's Detectives 
has heen sold in four additional 
markets, making a total of 90. New 
sales were made to WCSC-TV 
Charleston, S. C; KTTS-TV, Spring- 
field, Mo.; KCPX-TY, Salt Lake 
Citv, and KSBW-TY. Salinas. Calif. 



NEWSMAKERS 



| vi k D wis to Fastem Motion 
Pictures, Ltd., as executive vice 
president and executive producer. 
1 le has been a vice president in 
charge ol radio-telev ision commer- 
cial production at Grey Advertis- 
ing. 

Dixov Q. Dinx to United Artists 
Television as West Coast counsel, 
husiness affairs. He has been with 
Desilu Productions as assistant 
secretary and general studio coun- 
sel. 

Bicnviui M. Woou.t v to director 
of sales and programing ol Desiln 
Sales. He was owner of KTTY un- 
til its recent sale to Metromedia, 
and director of programing. 

Jonv C, Omt to production 
manager of Sarra. 1 Ie was produc- 
tion manager for Audio Produc- 
tions. 

Ai.i.i \ Asn to midwest sales 
manager of Official Films. 

H vv H v\n to the sales staff of 
Ohnstead Sound Studios, lie was 
head of Audio Vidro Studios 

Josi.ru Coii.n to v ice president 
of Brack c\ Lnrie. lie is the former 
advertising manager of Par.nnount 
Pictures. 

Miciivi.L Stk.ii\i\ to Thirtv 
Three Productions as eameram.in- 
director. 





Fisherman's Paradise*... 
commercially and for 

sport! And it's big 
business in active 
San Diego— America's 
16th largest market. 
Served better by 
KOGO/TY. 
A must buy in a 

must-buv market. 



KOGO-TV 

SAN D I EGO 
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S TAT ION REPRESEN TAT IVES 

Video proving 'anger 
for aid to spot radio 

Katz Agency finds tv's growth as sales medium 
led to new concept fostering radio's comeback 



Television is spot radio's angel 
because tv's emergence as a 
strong selling medium has created 
a new concept of local radio pro- 
graming and advertising, according 
to a new presentation by The Katz 
Agency. It adds that the specializa- 
tion of local radio has created a 
"tremendous comeback" for the 
medium. 

Since 1949, when tv was first tak- 
ing the country by storm, the radio 
set count has increased 154%, and 
current RAB estimates credit radio 
with a more than 3-to-l set eount 
lead over tv. 

As tv grew in stature, network 
radio lost much of its power to the 
specialized local radio format of 
music, news, conversation, and 
sports. An estimated two-thirds of 
U. S. radio stations program every 
minute of the broadcast day them- 
selves. The Katz presentation notes 
that "each market lias a radio 'spee- 
trum,' with stations serving every 
taste. Each of these stations features 
local personalities who serve up 
locally chosen entertainment, plus 
news and information also locally 
written and produced." The local 
accent, according to Katz, also per- 
mits the advertiser to reach exactly 
the audicnee he wants "with little 
waste." 

Katz says this feature makes local 
radio "more effective than ever, not 
only in terms of markets, but in 
terms of target audiences within a 
market . . . all of this ... in addition 
to spot radio's other proven assets 
(of) flexibility, reach frequency, 
and low cost." 

Radio's reach extends into most 
rooms of the house. A Bruskin AIM 
study found that 66% of radio 
families had a set in the bedroom; 
56% had one in the kitchen; 40% 
listed one in the living room, and 
3% even had one in the bathroom. 
Den sets were listed at 14%; while 



10% had radios in the dining room, 
and 7% had them in the basement. 

The Katz presentation points out 
that housewives, who buy 80% of 
all food sold, listen to radio more 
than 2 l A hours on an average day. 
On that same average day, three out 
of four men listen to radio, about 
two hours total, mostly on their auto 
sets. Teenagers listen nearly 2J-> 
hours a day. Ninety-three percent 
of young homemakers listen to radio 
each week, and 75% listen on an 



WHAT A NETWORK TV BUDGET 
WOULD BUY IN SPOT RADIO* 

TV RADIO 

Cost . . .$85,000 $85,000 

Time . . .4 min anncts . . 24 min anncts 
When , nighttime . . . traffic time 
Where . .network 150 top markets 

* NBC-TV rate card as of 10 June. 
1963 and The Katz Agency's Spot 
Radio Budget Estimator #6, based 
on published rates as oj Xovember 
1962. 



RADIO'S CONTRIBUTION 
TO THE MEDIA MIX* 

An advertiser using tv alone over 
four weeks reaehed 311^ of his 
market with more than one im- 
pression per hoine. By adding spot 
radio to his buy, lie increased his 
audience receiving more than one 
impression by 4SSf, and the num- 
ber of impressions per home by 
§§*; 

% of Market Reached try Impressions 
More Than One Impression per Home 

31% TV Alone 4.4 

46% TV & Spot Radio 7.4 

48% Increase 68% 

* \ielsen Seuscust. September 1962. 
Hasrtl on in-home, plug-in radio 
sets only. 



average weekday. In the suburbs, 
radio reaches 7jS% more families 
than do metropolitan newspapers. 

During th,e summer months., 
radio's audience grows, while news- 
papers lose readers, some of the big- 
gest magazines combine issues, ^tti 
tv watching drops 25%. Forty-one 
percent of groups on beaches have 
radios with them, and 75% are 
tuned in." 

The Katz study says that no mat- 
ter what the reason, people listen to 
their car radios. Four Out of five 
cars are radio-equipped and "the 
more people drive, the less the 
watch television . . . but the more 
they listen to radio." 

Most adult tv viewers really 
spend more time listening to radio. 
Forty percent of tv's adult audience 
accounts for two-thirds of all tv 
viewing. The other 60% of adult W 
viewers totals only one-third of H 
viewing time. This light-viewtag 
majority spends more time daJl 
with radio than with tv. For evert 
138 minutes this 60% group speiw 
watching tv, they spend 169 min- 
utes listening to radio. 

In a studv of reach and frequency 
conducted by Nielsen for CBS Ka 
dio Spot Sales, a combination 0| 
network and spot tv was shown H 
result in 11% of homes reached m 
eeiving five or more impressions pei 
home. A combination of network t* 
and spot radio, however, increase! 
the number of homes receiving fi\< 
or more impressions to 62% a 
homes reached. 

In the time since radio's nest 
fangled angel made its debut, s|§# 
radio gross time sales have riiort 
than doubled. In 1947, before * 
was a factor, spot radio gross timw 
sales were $92 million. Ten year 
later, when tv had emerged M t 
might) competitor, radio voliiWi 
was $170 million in spot annually 
Last year, spot radio gross tifu« 
sales increased to $209 million. 0 

R/tv recruitment aid 

National Assn. of Broadcasted ha 
published two new booklet" 
"Careers in Radio" and "Car©®* i 
Television," to encourage yotM 
people to qualify for jobs in the ft 
(lustry. The booklets are Wi 
made available to students, 1 
braries, schools, employment Sfif* 
ices and vocational oxganizattets-. 
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'Bud" Bowl in manager 
to Katz Agency, Boston 

i.C "Bud" Howl in li.is been appoint 
•d itwrugrr of t J it- Boston office ol 
Tin- kat/ \uen- 
r\ teles ision 
st.ilion reprc- 
selit.il i\ es. el- 
lectiv e todav , 
1 1 \o\ eiuliei . 
Row I in conies 
to tlie kat/ 
xgeucv 1 1 oiii 
W0S11 - TV. 
V or t I .1 n (I , 
\l.iine, where 
lie 1 i.ul been 
•ition.il sales represent. iti\ e. 



Bowlin 



NEWS NOTES 



daws Classes': Five hundred pairs 
f *M asses Classes," long-range, 
tiding binoculars, have been dis- 
.itehcd to ad managers and ageuev 
niebuvers In the A-Buy Radio 
'roup in California with the mes- 
Hge: "Use these glasses- to find your 
ollinghery man. then buy A-Bny. 
The latest in a series of atlasses. 
iizhls. and other souvenirs, the 
pUluig is on hehall" these nine 
oup-sold stations: KVU\ Redding: 
PAY, Ch ieo; kSRO, Santa Rosa: 



kFFN, Sail Jose, K.IDI) Monteiev 
kSFF, Santa Maria, kIS I Santa 
Barbara. kHIS Bakeisfield, and 
kCkC, S.ni Bernardino repped In 
Oeoi go 1\ I lolliugberv 

New home for ATS: Wh n t ising 
Tiine Sales w ill move its \v\s York 
headquarters to new and expanded 
offices at 777 Third Avenue alter 
the first ol the v ear. Firm is now at 
2 17 Park Wenue, \TS, which rep- 
resents 20 tv and 21 radio stations 
in markets throughout the ( onnti \ , 
m.iiiitains company-owned offices 
in New York. Chicago, Dallas, At- 
lanta, Detroit, St. Louis, Minneapo- 
lis, San Francisco, and Los Angeles. 

Florida station names Masla: 
W'l 1 IV, Orlando, joined the list of 
Jack Masla is: Co., effective I No- 
vember. Other recent appointments 
include W LAD, D.mhtuv . to 1 Ec- 
kels cY Co. for New Fngland sales. 

New station awards: The U. S. 
Conferenei' of Mayors and the 
Broadcast I'ioneers w ill. beginning 
next year, jointly honor the radio 
and tv stations making the greatest 
contribution in the field of local 
community service programing. 
The awards, one for radio and one 
for tv, w ill be made for the sta- 
tion's overall contribution to the 



Pep talk from rep 
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When KVtUX (Ht. Louis) radio sales nujr. Hill Dean (I) arris cd in N. Y. 
to a talk over a new presentation for the slalion vviili his rep, CHS Kadin 
Spot S.dcs, he was uiv en a rundown on ancncv appoiulinenls set up h> 
OS KSS account c\ec Chick Allison and Ireated to the sifthl of a parade 
of prelly secretaries bearini* appropriate siuns lo fire him np 
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( ommmnt\ durum a giv < n v e u 
rather than for one program and 
the judging will l«* lias, d onlv mi 
local programing further uilonni 
tiou max Ih* obtained hum tin 
Broadcast I'loneirs at ~>S') tilth 
\ve , \evv \ork 17 

Stone adds station: \\ OOk (.rei n 
v illi', S. C, ow i icd I >v 1 )k k Broad 
casting Co. is now being sold ua 
tion.illv In Stom l!i picsi ntativi s 
hit Other representative appoint 
ments include k I.F B Salt Lake 
City, to Sav alli/Cates. 

Smithern stations switch reps: Rob- 
ert L. Williams Compain, division 
of McCav leii-Onild. has been 
named to repi esent W'l YY, the 
CBS affiliate in Jacksonville, and 
WNOII, Balei'jh. 
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John Mi m*in to radio manager 
for I l-B Bepresentatives in San 
Francisco. 

Jon\ T. k'isc., 1 1 to manager of 
Metro Broadcast Sales' new office 
in Boston, lie was previously man- 
ager of the telev ision division of 
the katz Agencv's Boston office. 

Tnoxi vs J. I Ic)I.i.inc.siii.vi) to the 
New York sales staff of Adam 
Young. He was w ith Richard k 
Manoff as media superv isor. Mvn- 
i in J. Bhow \ vv ill also join the sales 
staff. lie has been w ith Roger 
( ) Connor. 

Jom i'ii 1*1 Mi in i.\s to account 
executive vv ith Storer Telev ision 
Sales. 

Tim Tomih in. in to the Chicago 
radio sales stair of Yen. ml Torbet 
<\ McConnell. I Ic was publisher's 
represcntativ e with the I\ tersou 
Publishing Co. of Chicago. 

M. F. kini <a.i. to midw est sales 
manager of National Time Sales 
I le w ill place ixre.it emphasis on the 
development of Spanish language 
marketing. 

Ric i i vim J. \k Lot tan i\ to radio 
sales executive lor RkO ( ieiu ral 
Broadt astiug National Sul< s. IK 
has been a local and region d < x«t- 
utive with W NIIC. New I lav < n 

R< >HI HI F Sw VNsON to IN ters. 

I -rillin W oodvv.ird as a television 
account executive in ( nuaiio 1 1< 
was a sales executive' with ( a< «sl< v 
Broadi jstiim Corp 



HM'MSUT UNI 



I'll be SPONSOR'S hostess in the 
Sui-lin Suite at the Jack far 
Hotel during the RPA Convention 
beginning 17 November, I've planned 
some very delicious,, exciting 
and intriguing Chinese and 
oriental specialties for your plmMWe, 
Our suite is on the sixth floor 
just as you, get off the 
elevators. Look for Sui-lin * . . I'll 
be expecting you. 
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WASHINGTON WEEK 



News from nation'* 
capital of special 
interest to ailinm 
11 November 1901 



Neither side gave an Inch in last week ' s Hill standoff between Rep. 

Rogers ' Communications Subcommittee and FCC Chairman E. William Henry 
on the subj ect of FCC limits on commercials, and Rogers ' bill to forbid such 
regulation by the Commission. 

Cool on the congressional griddle , FCC chairman had only one sub- 
committee champion, Rep. John E. Moss , and even Moss had to leave early in 
the first day's hearing. Moss endorsed Henry ' s plea to the subcommittee 
to hold off on hamstringing legislation until there is some definite guide 
in the form of FCC proposals. 

When the commission completes its 9 December oral hearings on com- 
mercial limits , it may come up with one of several alternate suggestions 
being considered , or perhaps it may find it can ' t formulate a working plan. 
In the latter case , the subcommittee might find it unnecessary to go ahead. 
Whatever the group decides — Henry showed no sign of backing away from his 
commercials crusade . 

Chairman Rogers was just as adamant : he said FCC has no authority even 
to consider limiting commercials , and that Congress should step in before 
the agency gets out of statutory bounds. 

Actually, there is no specific FCC policy on overcommercializat ion , 
Henry admitted frankly. 

It has never been formulated , except in the context of overall pro- 
graming which requires broadcasters to operate in the public interest as 
well as for personal profit. 

"kjt Th en why the urgency now, after all these years , was impatient con- 
gressional reaction. 

Henry said both FCC and NAB standards on commercialization have been 
backsliding over the years and the situation is serious . In 1949 , with no 
formal rules in the nebulous overcommercializing policy, FCC staff was 
told to query any daytime stations with over 600 commercials a week, full- 
time stations over 750. In 1955, the number loosened to 1,000. Now, there 
is no specific on which staff can advise inquiry. 

■jfjt Or en Harris , chairman of the Commerce Committee , spoke as an observer 
and more in sorrow than anger , to warn the FCC , broadcasters and Con- 
gressmen , each in turn , of the dangers of going to extremes at this t ime . 

He would like more self-regulation by industry, plus moderate FCC 
regulation as best solution. He referred wistfully to how it was after 1951 
Harris hearings , when the NAB code was set up and 96 out of 104 tv stations 
subscribed . A room full of broadcasters heard the sad and significant 
regret that code subscription is only about 45% in radio and 70" in tv. 

Harris raised the spectre of a takeover by pay tv if broadcasters are 
put under too many FCC strictures. But he also reminded members of painful 
instances when Congress went too far in agency correctives — and had to 
legislate to re-correct their own extremes . 
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Commerce Chairman Qren Harris tried to give FCC chairman Henry a pos- 
sible out during the hearings on Rogers ' bill to bar commercial rule- 
making by the commission. 

He said perhaps the "call from the people" sounded a little too loudly 
in Henry's ears. Rep. Harris had, similarly, heard the call "very loud and 
clear" when he was asked to run for Congress. This brought smiles — but no 
backdown from Henry. 

Henry reiterated his stand that he was trying to help, not restrict, 
broadcasters by making clear "how much is too much" in commercials. To this, 
Rep. Moss added that complaints from advertisers and agencies about over- 
crowding of commercials are also coming loud and clear. 

Rep. Glenn Cunningham, during the second day when broadcasters held 
forth, offered no quarter to the "mischievous young man who is now 

chairman of the FCC. " 

Still smarting from Henry's "mischief -making" public hearings in 

Omaha, the Nebraska Republican said the whole Communications statute might 

need rewriting to protect broadcasters further harassment. "It's time 

somebody's wings were clipped." 

NBC 's Washington v. p. Peter B. Kenney dismissed 2500 complaints at 
the FCC as a very "faint public outcry,, " in the, context of 5500 sta- 
tions — with only a third going to length or frequency of commercials. 

For its part, the network in a year's span, had 245,000 general com- 
ments, and only 1,544 or less than 1% on commercials. In the commercial 
complaints, most irritation was at content or context or timing — only a 
third went to excessive commercialism. 

-j^-^ Broadcasters small and large , network and independent,, state and 
national association spokesmen, were three-dozen strong at the hearings, : 
all favoring the FCC wing-clip on commercials rulemaking. 

The Rogers Communications Subcommittee Rep. Moss excepted and the 
industry agreed that the best course was to legislate out any lingering 
doubts that FCC was exceeding its authority. 

Broadcasters were sardonic about the FCC chairman's theory that fewer 
commercials would bring higher rates, and broadcasters might "even make 
more money" under some limitation. Broadcasters say competitive media 
will pick up the advertising chips if air rates are pushed up. 

Smaller broadcasters particularly were outraged at Henry's belief 
that limiting commercials would not "seriously" affect their revenues. 
As to the promised individual waivers for special heeds, the prospect of 
presenting a case for them at the FCC chilled broadcaster blood. 

The ABC statement said the overwhelming workload resulting from grants 
of waivers would not be limited to the FCC. A new broadcaster workload would 
result when exception granted one station would send its competitors to 
FCC and/or court for equal treatment. 
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WDSM-TV — the first and only complete color TV channel in 
Northern Minnesota, Northern Wisconsin and upper Michi- 
gan. 

Facilities for telecasting color slides, color film and live color 
studio presentations. 

Give your commercials the extra PLUS of COLOR on WDSM- 
TV. 

Peters Griffin and Woodward — National Representatives 
Bill Hurley, Minneapolis — Regional Representatives 
TV Representatives Ltd. — Canadian Representatives 




WDSM-TV 

Duluth — Superior 

Covering the second largest market 
in Minnesota and Wisconsin 



